
magazine radfo ami 4 advertis^ffc^ 





50< per copy» J 8 per year 



TOP TIMEBUYERS 
GIVE BUYING TIPS 




page 29 



Johnson & Johnson : 
big-time tv on a budget 
of only $600,000 

Sage I" 



into 



sere's unanimity in Kansas City 



matter how vor oohnt the 

IENCE THE NO. 1 STATION IS 



Woolworth moves 
network radio with 
Sunday extravaganza 

page 14 



l> teste in 
beans and brown bread 
sales an accelerating 

pag© 3jS 




THE WHB LEADERSHIP LINE-UP: 

kCE— HOOPER Average share of audi- 
Im.-G p.m. Mon. Sat., Jan. -Feb., 1955 

CE — TRENDEX Average, share of auili- 
Lm.G p.m. Mon.-Fri., J an.- Feb., 10.35 

kCE — PULSE Average share of audience, 
|-.m. Mon.-Sat., Jan. Feb., 1955 




10,000 WATTS, 710 KC 



77n.s* is what Mid-Continent programming, ideas ami ex- 
citement have achieved for W 1 1 1 3 ! All three national 
surveys PHLSti, HOOPER, TKKXDKX- uive Willi 
the top daytime spot with ratings as high as 48.!)'f> 
(Hooper). So no matter which ratings yon buy by. 
your best Kansas City buy is Willi. Talk to the man 
from Plair or Willi Ocncral Manager, (Ji'.ounE W. Akm- 
stkono. 
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CONTINENT BROADCASTING COMPANY 



President: Todd Storz 



KOWH, Omaha 
Represented by 
H-R, Reps, Inc. 



WTIX, New Orleans 

Represented by 
Adam J. Young, Jr. 



WHB, Kansas City 
Represented by 
John Blair & Co. 
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Consume] confidence hi lvot\ So;ip is wide-range . . . from 
Moiheis vvhcj choose Ivory for ha by skin care to that ot Doctors who recommend 
Ivorv nioic than ain oilier soap. Confidence ol advertisers in the Havens & 
Martin, Inc., Stations, is equally wide-range . . . from chug products 
to gasolines . . . from soups to antomohiles. big and small, advertisers use 
\VM IIG-AM, WCOD FM and WTVR-TV, Iiecaiise 1 la vens & -Martin experience and 
piogiam pioneering have earned a lo\al and responsive audience in one of 
the Son th's richest areas. Join with confidence t lie growing list ol 
advertisers using the First Stations of Virginia* — 
Richmond's onh complete broadcasting institution. 



PIONEER NBC OUTLETS FOR VIRGINIA'S FIRST MARKET 

WMBG am WGOD fm WTVRtv 

MAXIMUM POWER 100,000 WATTS • MAXIMUM HEIGHT 1049 FEET 

Vi'TVK 15. pn-v, „| ) ( | Niiiiunalh hy MAUI TV. INC. 
WMI5C K. pr. v, i,i,<l Nalinniilh hy TIIK I'.OI I.I NC. CO. 
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"Monitor" seeks 
'cume" audience 



'Monitor's" 
sales plan 



Another movie, 
tv tie-in 



Magazine 
trend grows 



Webs watch CM 
negotiations 



Cumulative audience concept will be given fillip by NBC Radio's revo- 
lutionary weekend show, "Monitor." Web feels, however, that current 
cume data, as shown by Nielsen, is out-dated by new show as well as 
by such offerings as news packages on other networks. Conventional 
cume data is "horizontal," totes up audience in same time slot during 
5-day or 4-week period. NBC says need is for "vertical" cume data, 
which would show unduplicated homes corralled by sponsors who buy 
scattered announcements at different times of day over one or 2 days. 

-SR- 

"Monitor" sales plan is set up to induce clients to take advantage of 
radio's cumulative audience. Though NBC doesn't know what "Monitor's" 
cume will be, it points out NBC has reached, according to Nielsen, 
29.6% of all homes on Saturday and Sunday between 10:00 a.m. and 
10:00 p.m. and estimates out-of-home audience would add another 30% 
of homes. Special Introductory Dividend Plan will be offered from 12 
June to 1 October. For advertisers who buy 20 minutes or more of 
announcements, one free minute's worth will be given for every 2 
bought. After 1 October regular discounts will run up to 30%, fig- 
ured on both weekly and annual dollar volume basis. 

-SR- 

Continuing trend toward making movies from successful tv shows is 
evidence of movie industry's if -you-can ' t-beat- ' em- j pin- ' em attitude. 
Similar attitude on part of tv is shown by frequent tv tie-ins with 
movies and movie stars, though soma admen deplore giving Hollywood 
free publicity. Now slated to be converted to movie is "Our Miss 
Brooks," which Warner Bros, will produce with Eve Arden starring. 
Lucille Ball, Desi Arnaz, Jack Webb have already appeared in movies 
based on their tv shows. 

-SR- 

Growing acceptance by advertisers and agencies of magazine concept 
as inescapable due to tv's rising costs is illustrated by thinking 
going on at Y&R, biggest air agency in U.S. Agency feels single- 
br and sponsorship is impractical for all but top spenders, points out 
that only about 15% of nighttime web tv shows are single-brand shows. 
Fact that magazine-type advertising is effective even for rela- 
tively small web tv sponsor is Shown in story of BAND-AID. (See 
"Johnson & Johnson: big-time tv on $600,000 budget," page 32.) 

-SR- 

Networks are playing role of anxious onlookers in current negotia- 
tions between General Motors, United Auto Workers. CIO union ha s 
made clear it will strike if it does not win some form of guaranteed 
annual wage. Walkout would probably affect radio, tv network invest- 
ments of GM next season, would have some impact, one way or another, 
on other auto makers, too. PIB network gross billing figures for 
January show auto makers are 3rd largest industry category in tv, 
6th largest in radio. Auto makers are running against current net- 
work radio trend by increasing spending. 
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Tv franchises 
affected 



Two soapers 
to be filmed 



Film vs. live 
tv shows 



Outlets differ 
in film use 



Tv plus radio 
found potent 



Client contest 
trend continues 



Plans to revamp tv network lineups next season are renewing concern 
among sponsors about their "rights" to time slots. Longines-Wittnauer 
protested when informed by CBS its 11:00-11:15 p.m. thrice-weekly time 
slot will not be available after 13 May. Big show switch will take 
place in CBS ' 7:30-8:00 p.m. weekday periods with half-hour family 
shows scheduled to replace current 15-minute programs. Six CBS spon- 
sors will be "bounced," as web seeks to lure ABC shows and clients. 

-S IR- 
As evidence of thinking among syndicators, that the answer to putting 
soap operas on film is the self-contained drama, new Station Film 
Library firm is planning to shoot 2 such dramas shortly. SFL Presi- 
dent Harry Trenner has plans for putting 520 quarter-hour episodes on 
film, involving §2.5 million investment. Trenner said stations can 
buy films outright or residuals only. (See: Tv dilemma; how to put 
soap opera on film," page 38.) 

-SR- 

Fact that tv stations depend more on film than live shows for local 
programing is indicated in NARTB's 1955 Film Manual, out today (18 
April). But study of station programing showed that live programing 
has slight edge on film in number of sponsored hours. Study was 
based on answers from 47% of NARTB membership, or 27% of all U.S. tv 
stations operating prior to 1 May 1954. 

-SR- 

Variation in exte n t to which jsmal l and large video outlets depend on 
film as compared with live programing locally is highlighted in NARTB 
Film Manual study. In markets of up to 50,000 tv families, study 
showed, stations devoted 26 hours, 23 minutes to film shows, 16 hours, 
17 minutes to live shows weekly. In markets of between 50,000 and 
150,000 tv families the figures were 30:49 and 12:07; in the 150,000- 
500,000 tv family group, 27:24 and 18:34; in the 500,000-1,000,000 tv 
family group, 29:52 and 24:00; in the over-1 , 000 , 000 tv family group, 
36:57 and 23:15. The above figures are based on local film and live 
programing during the week of 6-12 June 1954. 

-SR- 

Belief among many admen that radio and tv — when used together — have 
more sales potency than eit h er med i um used separa tely is bolstered by 
figures in recently released Nielsen booklet on "Tomorrow's Grocery 
Market." Figures show sales progress of 30 grocery commodities from 
1949 through 1953. Those products using both network radio and tv 
showed average sales increase of 54%; those using tv with little or 
no radio went up 31%, those using radio with little or no tv up 25%. 

-SR- 

Trend to launch new tv series with big client-crea t ed pr omoti on con- 
t est continues. Latest one: "The Lucy Show" (reruns of "I Love 
Lucy") on CBS TV Sundays for Lehn & Fink and Dorothy Gray. Contest 
started yesterday, 17 April, with premiere of show. Prises (up to 
$600) are awarded on 2 levels: best station promotions for the show; 
best merchandising of products sold on the show. Winners will be 
announced by 1 July. Judges include: Charles Sinclair, SPONSOR 
Senior Editor; James Gagin, Drug Editor of Chain Store Age; Ferd 
Ziegler, Director of Sales Promotion, McCann-Erickson . 
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Representatives: 



MEEKER TV, INC. 



WGAL-TV is a marvelous, rejuvenating 
sales elixir! This super-powered station 
gives your selling tremendous new im- 
petus because it has a potent effect on 
the spending habits of more than three 
million people who have an effective 
annual buying income of $5 billion, 
who spend $3 billion every year. 
WGAL-TV is theone station that reaches 
this vast, responsive audience. Buy your 
Channel 8 spring sales tonic — now.' 




WGAL-TV 

Lancaster, Pa. 

NBC • CBS • DuMont 



Channel 8 Mighty 
Market Place 
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ARTICLES 



DEPARTMENTS 



The n ni 'nut's top timebnyers 

A group of the nation's most prominent timebuyers, as named by station reps, 
state their buying philosophy and offer advice to advertisers for getting the 
most out of their radio and television dollars 

.Johnson *V Johnson: biy-time tc on only 8000,000 

The well-known boiled egg Band-Aid commercial has reached almost every tv 
home in the country in the year and a half it's been on tv, believes Johnson & 
Johnson. High believability and impact are important factors in success 

Why II oolivorth vhosv network radio 

Network radio was chosen as the medium that would enable the big 5 & 10c 
chain to reach "more people more frequently more economically" 

Itlotc-by-blow account oi a tv test: Week H 

Sales for the last two weeks of March are up 66% from the same period last 
year. Sales for the entire nine-week tv-only test are up 51% over the 
same nine weeks in 1954 when no television advertising was used 

< tin yon put soap operas on film? 

Because film costs are higher than live shows, the soap operas must be rerun 
to keep costs reasonable. But filming episodic series poses problems 

XSI: can it measure today's radio audience? 

SPONSOR airs some of the questions that are being asked throughout the 
radio-tv industry, together with Nielsen's answers. Critics question the tech- 
nique of sampling, conflict between NSI findings and those of other services 

, 1 ii f oro in fi makes tunnmercial use oi telethon idea 

A Miami used-car dealer raised week end sales nearly 300% using a seven- 
hour tv stint. He grossed $261,880 with an investment of only $4,780 , 



COMING 



IMLII beans tr test: Week II 

SPONSOR'S series on a tv-on|y B&M campaign in a new market will continue 
with the results reported after I I weeks. The six-month test has already kicked 
sales of B&M beans and brown bread up by one-half over this period last year 



Spot radio helps build mi riirfinf 

North American Airlines has been built to leading position amoi 
scheduled airlines using saturation spot radio as advertising keystone 



Trends in Until prayraminy 



Second issue of SPONSOR Services Inc. guide to local programing reveals 
acceleration in music and news and specialiiation by stations all over U.S. 
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KWKH 



(SHREVEPORT) 



EVEN FLOODS INTO 



LaTEST Hoopers show KWKH favored over the 
second station . . . morning, noon and night 
— up to 104%! Yet, the 50,000-watt power 
of KWKH gives you tremendously more 
than Metropolitan Shreveport . . . 

Nearly 85% of our coverage is in places like Water 
Proof, Louisiana (pop. 420) — just one of 
hundreds of towns and villages in our 80- 
county daytime SAMS area. Actually, 
KWKH delivers 22.3% more daytime 
homes than all six other Shreveport sta- 
tions combined! 

i\ 

>j Get all the facts from The Branham Company. 




ARKANSAS 



icilL!£_r x t-^ 



LOUISIANA 



KWKH 

A Shreveport Times Station 
I TEXAS 



SHREVEPORT, LOUISIANA 



ARKANSAS 



Nearly 2 million people live within the KWKH dayttme SAMS 
area. (The area includes additional counties In Texas. 
Oklahoma, New Mexico and Mississippi not shown on map.) 



50,000 Watts * CBS Radio 



The Branham Co. 
Rearesenlatives 



Henry Clay 
General Manager 



Fred Walkins 
Commercial Manager 




Ken Church 

National Sales Manager 



Don Chapin 

Mgr. New York Office, 550 Fifth Avenue 



MORNING 

MONDAY THROUGH FRIDAY 
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B NBC 

C. MBS 

D. . ABC 



REPRESENTED BY THE KATZ AGENCY 
CBS RADIO NETWORK 
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FALL-WINTER 

COMPARISON 
CINCINNATI HOOPER SHARE OF AUDIENCE 

(October 1 94 1 -February 1942) to (October 1954-January 1955) 
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Stretch Your Advertising Dollars with WKRC -Radio 

Contingent on length ond size of odvertising expenditures, 

j WKRC olone reoches more metropolian Cincinnoti families ™ C *°^f ZZn^^ 3 ^P™^ *° 

' ' than the combination of any two other Stations during the 0 cr mcmno 1 1 
doy,. 



L. _ « - . 
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^oe FOOD 




KBIG RADIO IS THE "STURDY" 
FOUNDATION OF "STURDY" SALES 



In 1031 the SlurcK Dog Food Compam 
of llurhank. California changed from 
multiple inc(li;i In die < ne medium 
whirl] mat( lied its Southern Calilornia- 
wide distribution K \DK). Through 
the Moggo-l'rhett \<:en\. the Stunh 
Co. -.rh'rtrd a mid-morning K1S1G News 
Broadcast b\ Man Fis-er. the Calalina 
Nation's Program Dimioi and award 
winning newscaster, a* their Advertis- 
ing Foundation. I his ga\e Idankel 
< « i\ cra«i<" al low cost which wax sup- 
plemented l>\ ^pot announcement cam- 
pa igus. 

One \ear later Crai<> Sand ford. Stunh 
President, writes klilC: "'We showed j 
IT 1 •_."(, gain in sale> lor the u»;u . The 
la-t -i\ months and (he first two months 
of this \ear show a 22 ] \" ,, increase. 
Our K 111* . new m asl was the only ad\ el - 
tising we ran coiiMstenlh throughout 
1«>.>1." 

^tnrd\ contract renewal on K.BIC for 
l'A~>.~> i- the most eloquent testimonial 
possible, \\ hetlier ils dog food or 
cement, men s clothes or groceries, 
door wax or leal e-tate. \our KBIC ac- 
count executive or Robert Meeker man 
« an show \on case lii-tories which ma\ 
be helpful in your Southern California 
ad\ eiti-in<r pi oblem*. 




Jhe (olalino Station 
10,000 Watts 

740 °V A < T 



JOHN POOLE BROADCASTING CO. 

6540 Sunicl Blvd., Hollywood 28, Colifornio 
Telephone: Hollywood 3-3205 

Nol Rep. Roberl Meeker & Asioc. Inc. 







ftiilfi Folk, liege, Middleton & Seal, Greensboro, 
,V. C, contends that, "One way to make radio or 
tv time pay off for a client is to tie-in with programs 
that stimulate interest in his product. For instance, 
one. of our clients. Brick and Tile Service, an 
association of brick manufacturers, offers a free 
booklet entitled Carolina Homes to home builders. 
U here possible, we are spoiling this booklet be- 
fore and after an industrial film program called 
Building Dreams which is currently being offered 
to tv stations in the South. These lite spot announce- 
ments, when tied in with the brick industry film, 
produce outstanding results in requests for the 
booklet. And, most important, result in more interest 
in the use of brick and other clay products." 



J fan Simpson, Doyle, Dane it- Hernbach. Sew 
York, says realistic pricing of am saturation plans is 
making the medium increasingly valuable today. 
''Radio saturation plans." says she. "are enabling the 
advertiser to go in and out of a market quickly 
without being penalized jtriccwise. Advertiser s 
are using this medium most effectively by ( ] ) co- 
ordinating intensive promotions with peak sales 
periods. An advertiser can't bwk the consumer buy- 
ing tide, lie can lift sales valleys slightly, but is 
much better off if he can lift the sales peaks. (2) 
lie can use radio saturations to introduce new 
products or to put across a changed sales or product 
story. (3) It's effective for hitting problem sales 
areas and (1) to promote seasonal products." 



I'onl J. Eicinn, Campbcll-Mithun, Minneapolis, 
has suggestions for smoother agency-station relation- 
ships. "It has always been our feeling that when 
an advertiser is willing to schedule several spots 
per week, on say, a 26- or '69-week basis, the radio 
stations might welcome this with a good package 
rate. In buying for one of our clients for the 
coming summer months. I found almost unbeliev- 
able the small number of stations who are set up 
to offer a run-of-s< hedule jiackage when asked for 
it. This situation does not apply to the power 
stations only, hut to stations in markets of all 
sizes. Ij an advertiser is willing to leave the 
placement of the sjiots to the station on a run- 
of-st hedule basis, the station should come through 
with a published rate lower than the fixed cost." 
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brick sidewalks on 
Beacon Hill 



WHDH 

is a 

habit in 
Boston 

Boston's peculiar paving problem provided the 
nation's newspaper readers with plenty of laughs. 

But the over $5,000,01)0,000 annual purchasing 
power of Bostonians is no laughing matter. 

As a powerful independent station, WHDH is in 
a perfect position to program to Boston's 
peculiar tastes. It does . . . and so successfully 
that WHDH is a habit in Boston, 

Next time you have a product or service to sell, 
buy time on the one station that's a habit 
in Boston ... WHDH! 



REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY 

\Af H ^3 H 

50,000 * BOSTON * S 5 0 ON THE DIAL 

W A TTS Owned and operated by The Boston Herold -Traveler Corporotion 



Selling 

Something 
in San Diego? 




Whether you're selling ponties or 
peanuts — dog food or dishwashers . . . 
KSDO tells the most people oil 
about it in San Diego's 
billion dollar morket. 

Meosured by the HOOPER yardstick.. 
KSDO is first in Son Diego 
. . . delivers the most oudience. 

Moy we prove we con sell something 
for you in San Diego? 



ICS DO 





by Bob Foreman 

Two tv trends: adult westerns, kiddie shows 

By some strange coincidence, the trout season opens in our 
fair state at just about the same time when most pilot films 
arc also released (for the tv year ahead). Whether there is 
a more sinister relationship than the temporal one between 
the netting of a plump trout and of a satisfying tv property, 
1 cannot saw 

However, the methods employed in obtaining both are 
quite equivalent, interesting and difficult. Also, by making 
the wrong move, it is possible to get into very deep water. 

Since 1 see far more pilots, plots and people-with-ideas 
than I do trout, it might be worth while for me to point out 
what appear to be two very definite developments in our 
business. For this is the season — tv season, that is — which 
reveals the trends that will be with us in the fall. 

Trend Number One is caused by tv's discovery of (for 
want of a better name) the Adult Western. Coming several 
years after the release of the motion pictures High Noon 
and Shane, the number of adult western dramas in the pilot 
film or active plan stage is hardly less than amazing. 

Some already have their time slots. Others are coiled in 
the can. waiting for a juicy thirty-minutes with minor com- 
petition and a big feed-in. 

ABC's Warner Bros, epic will. I understand, have a sub- 
stantial amount of its drama peppered with Cheyenne-type 
character* and locales. In addition, they have a well-done 
film about Wyatt Karp. the gun-totin' marshal. 

CBS has already cleared tv time for its radio show Gun- 
smoke and expects this series to make definite inroads against 
some of the medium's toughest competition on NBC Thurs- 
day nights. 

As for NBC. it lias a pilot in the making which will be the 
forerunner of a series called Frontier — and Script One is an 
exciting as well as mature slice of outdoor drama. It will be 
produced by Tony Miner. 

Then come the paekagers themselves. I couldn't possibly 
}i>[ all the westerns they are trying to sandwich into this 
already crowded medium. I've seen no less than six so far — 
each presented with the same prologue about how the medi- 
um is crying for an adult western, how box office success is 
assured with thh tvpe of story and how the virtues of the 
I I'Icasc turn to page 60) 
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Good news 
travels far. . . 
fast! 

Xeirsfilm, the only syndicated news service specially tailored 
for television, has more than doubled its list of subscribing 
stations in six months. Here's why . . . 

News film is produced to famed CBS News standards, but 
is available to all stations regardless of affiliation. Xcwsfilm 
brings you news-in-depth reported by such newsmen as 
Howard K. Smith in London . . . David Schoenbrun in Paris . . . 
Griffing Bancroft in Washington and Robert Pierpoint in 
Tokyo, plus some 250 camera correspondents around the 
globe. Xeicsfilm gets to stations fast from four major process- 
ing centers, prepared and speeded by a staff of more than 
100 full-time writers and editors, technicians and dispatchers. 
Newnfilm offers exclusive extras: custom-made opening and 
closing titles . . . special-order coverage . . . all footage classified 
for easy re-use. . .weekend news analysis... newsquiz... spe- 
cial maps and charts. 

And the good news has gotten around that Xvwsfilm 
news programs are winning the biggest audiences in their 
time periods in such major markets as Philadelphia. Wash- 
ington, Buffalo, Seattle and Portland. To find out how X< ir$- 
film can boost the ratings of your news shows, contact... 

CBS TELEVISION FILM SALES, INC. 

Sew York, Chicago, Los Ant/elm. Sav Fro arisen. Dalian, Atlanta, Iloston, 
Detroit and St. Louis. Distributor in Canada: 5. II". Caldurll Ltd., Toronto 






MADISON 



sponsor invites letters to the editor. 
Address 40 K. 49 St., New York 17. 

TV IN AUSTRALIA 

As )ou undoubtedly know, commer- 
cial television in Australia is on the 
verge of opening up. In connection 
with this, we re< enlly received a re- 
quest from our associate agency in 
Melbourne asking that we furnish them 
with copie-s of every trade magazine 
published for the tv industry in the 
United Slates. We did this, and have 
just received an answer, which, I 
thought, might be of interest to you. 

In his letter, Mr. K. Martin Doe, 
Director of the Paton Advertising Ser- 
vice Ltd. in Melbourne, states . . . 
"In our opinion we have concluded 
that SPONSOR is best suited for our im- 
mediate requirements, and we are ne- 
gotiating here with the object of sub- 
scribing." 

Have you considered the possibility 
of starting an Australian edition? 

Andrew N. Vladimir 
Radio & Tv Department 
Irwin Vladimir & Co., Inc. 
New York 



LOCAL b NATIONAL RATES 

I read with great interest your arti- 
cle "Should radio have both national 
and local rates?" (21 February 1955, 
p. 3<»). It appears that agencies and 
reps are losing a lot of commissions 
that legitimately belong to them. Sta- 
tions appear to favor two rates to make 
cooperative advertising more advan- 
tageous to the local advertiser. 

\ny advertising that is to be paid 
for by an agency should be billed to 
the agency. \\ hen advertising is placed 
on a 50-50 basis, the local advertiser 
would be billed at one-half the local 
rate and the agency would be billed 
at one-half the national rate. This 
same formula would work when a dif- 
ferent basis is used. If the national 
advertisers will only pay one-quarter 
of ihe eo^l, it would be one-quarter 
of the national rale, and the local ad- 
vertiser would be billed for three-quar- 
ters of the local rate. 

The reason we have two rates is be- 
(I'leasr turn to page 17) 
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WLW seasons your Radio dollar with an extra amount 
of powerful promotion and merchandising. So you get 
double your money's worth. Only WLWs Radio two for 
one plan guarantees you an additional dollar or more 
in big-time merchandising for every advertising dollar 
you spend. Nobody else doubles your dollars like WLW. 
So how about trying our Radio recipe featuring your 
product. We'll trade two dollars of ours for every one 
dollar of yours! You'll like the results when . . . 





one equals two onWTMilW 



(RADIO 



a distinguished member of (he 

CROSLEY GROUP 



WLW 

WLW-A 
WLW- C 
WLW-D 
WLW-X 

t- 



TKacho 
Atlanta 
Columbus 
Dayton 
Cincinnati 



Exclusive Sales Offices: 
JS'ew York, Cincinnati, 
Dayton, Columbus, Atlanta, 
Chicago, Miami. 
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There's sl 




isr look 



to the Scranton- 




Hazleton Market 




Z- \ ' 



Look at your latest ARB ratings and you'll 
see a most amazing switch in the great 
Northeastern Pennsylvania area. You'll see 
how overwhelmingly the lead has shifted to 
WGBI-TV. 

WGBI-TV presents the highest rated show 
in the entire market. 

WGBI-TV is first in total quarter hours of 
viewing 9 A.M. to sign off. 

WGBI-TV is ahead of the second station 
during this same period by 43 
quarter hours (while on the air) 
and leads all of the remaining 
stations combined. 

WGBI-TV carries five out of the top 10 
shows and also has the highest 
rated local newscast and late 
film theatre. 

In any category WGBI-TV's leadership is 
impressive. 

If you want to sell in Northeastern Penn- 
sylvania, you had better be on 




Dominating the Seranton -Wilkcs-Barrc - 
Hazleton market. And soon to be the Highest 
Powered Station on the CBS Network with 1 
million watts. 






Represented exclusively by BLAIR TV, Inc. 
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cause we feel the national advertiser 
with mail) outlets should not he en- 
titled to the same rate as the local ad- 
\ertiser who only has a few outlets or 
e\en a single outlet. \\V also feel that 
the national advertiser is not entitled 
to the frequency discounts that are 
earned hy the local advertiser. 

I'nder the 50-50 hasis the national 
advertiser could get twice as much 
advertising as he does when it is placed 
on the regular national rate. The local 
advertiser would also benefit by buy- 
ing his advertising at one-half the lo- 
cal rate. 

The portion of the cost paid for In 
the national client would be coinmis- 
sioiiable to the agency and the agency 
would be able to supply suitable copy 
and could recommend markets and 
availabilities. The stations would pay 
their reps on the same amount. 

Everyone is happy in this set-up: 

The local advertiser sa\es 50 r £ on 
bis normal local rate. 

The national advertiser saves 50' r. 

The agency controls the account and 
earns his commission. 

The rej) gets his regular sales com- 
mission. 

The radio station is happy to pay 
commissions to agency and sales com- 
mission to his rep. 

1 he agency cannot lose even if one 
of his clients places all his advertising 
cooperatively, because even cent spent 
is commissionable. 

The rep can afford to spend a lot 
of effort when he gets paid on this 
basis instead of losing his commis.-ion 
when he is by -passed. 

Our local rate is only 25' < less than 
our national rate, which doesn't net 
us our local rate after commissions. 
Kkitii S. Field 
Manager 

WAR A, Attleboro. Mass. 



you're right 

on eu<>! 

No need to fluff your lines. There's 
only one CUE to follow when your 
stoge Is set in Akron. Why, they 
love us in our own home town (see 
our Hooper) . . . one CUE from 
us ond they'll love you, too. 

more MUSIC 
more NEWS 
more OFTEN 



xwcue 

Akron's only independent „ we're home folks 
Tim Elliot, Preiidem 




John E. Peorson Co., Notional Representatives 
after February 10, 1955 



THE BUFFALO EVENING NEWS STATION 



CBS BASIC 



WBEN-TV 



CHANNEL 



TV SOAP OPERAS 

Would you be good enough to get 
for me whatever information you may 
have available re: U.S. Tele\ision soap 
operas, their success, if any. and an\ 
rating reports which you ma\ ha\e 
available in your files. 

Cordon Allkn 

Radio-Tv Director 

} r ichers & Benson Advertising 

Toronto, Ontario 

• SPO.NSOK earriej a story on .soup opera* in 
the 7 April I Mo 12 issue. Vliotlier urtirle appear* 
this issue puge .'tit. 

I Please turn to page 119) 



WBEN-TV LEADS THE WAY 

1 st on the air , , . 1 st in know how ... 1 st in experience. WBEN-TV, 
Buffalo's favorite station, is also 1st in Niagara Falls, Olean, James- 
town, Lockport and other Western New York communities. 
WBEN-TV has high penetration in Toronto and Southern Ontario. 
Trained and experienced personnel of Buffalo's 1st station are 
equipped to interpret and handle your advertising needs. . . . 



G*t mm WltN-TV Itorr Inm HA**IKOION, ftlGHTU * ►A*MNS J INC. 
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Just how much territory does the 
KENS 50,000 watt voice cover? 

v'' 105 counties in the .5 
Millivolt area of KENS 

4,271 ,400 people within the 
KENS coverage 

v^l ,171,100 families earn 
their living within KENS' 
range 

V" $5,845,696,000 is the an- 
nual buying power for 
the KENS audience 

The powerful doytime voice of 
KENS 680 Kc. dominotes the 
109,737 square mile areo lying 
between Houston . . . Waco . . . San 
Angelo . . . Del Rio ond Brownsville. 
All that land . . with oil of its cities 
and all of its people with all of that 
money gives the KENS advertiser 
amazingly low cost per thousand, 
astonishingly low cost per sale. 
Free & Peters hos full information. 





/ 



/ 



Texas 



\ 



\ 



/ 



\ 



Express- News Station 




SAN ANTONIO, TEXAS 



Ask FREE & PETERS, Inc. for details 
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1. New on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


kUJ UUIU III Ul <J 


1 LU O «J 1 1. 1, I'll 


CBS 


91 


CBS-Columbia 


Ted Bates, NY 


CBS 


60 


Dixie Cup, Easton, Pa 


Hicks & Creist, NY 


ABC 


57 


Eastman Kodak, Rochester, NY 


JWT. NY 


NBC 


78 


General Foods, Instant Maxwell House 


Benton & Bowles, NY 


CBS 


165 


Coffee Div 






General Foods, Walter Baker Choc & 


Benton & Bowles, NY 


CBS 




Cocoa & Post Cereals 






Hoover Co, North Canton, Ohio 


Leo Burnett, Chi 


CBS 


55 


Liggett & Myers, NY, for L&M 


Cunningham & Walsh, NY 


ABC 


73 


filter cigarettes 






Procter & Gamble, Cinn 


Y&R, NY 


CBS 


70 


Procter & Gamble, Cinn 


Y&R, NY 


CBS 


145 


Rcvlon Prods, NY 


William Wcintraub, NY 


CBS 


67 


US Steel, NY 


BBDO, NY 


CBS 





PROGRAM, time, start, duration 

Willy, alt Th 10:30-1 1.00 pm, 7 Apr: 52 wks 
Arthur Godfrey's Talent Scouts: alt M 8 30-9:00 
pm: 27 June 

Super Circus; sec half-hr scg: Sun 5:30-6:00 pm; 
10 Apr 

Kodak Request Performance: W 8:00-8:30 pm: 
13 Apr 

Ethel & Albert; M 9 30-10:00 pm; 20 June; sum- 
mer replacement for December Bride 

Pantomime Quiz; F 8:00-8:30 pm; 8 |uly; 8 wks; 
summer replacement for Mama 

The Morning Show With Jack Paar; partic M-F 
7:00-9:00 am; 18 Apr; 1 wk 

Mr. Citizen; W 8.30-9:00 pm; 20 Apr 

My Favorite Husband; Sat 9:30-10:00 pm; 7 May; 
8 wks 

The Line-Up; alt F 10.00-10:30 pm; 1 Apr; 26 
wks 

The 564,000 Question; T 10:00-10:30 pm; 7 

|une; 88 wks 
United States Steel Hour; alt W 10:00-11:00; 6 

July 



Frank A. 
Berend <3> 



2. Renewed on Television Networks 



SPONSOR 


AGENCY 


Amer Home, NY 


Biow-Beirn-Toigo, NY 


Amer Home, NY 


Biow-Beirn-Toigo, NY 


Carter Prods, NY 


SSCB, NY 


General Foods, White Plains 


Y&R, NY 


General Mills, Mnnpls 


Tatham-Laird, Chi 


Cerbcr Foods, Fremont, Mich 


D'Arcy, NY 


Pharmaceuticals, Newark 


Edward Kletter Assoc, NY 



STATIONS 



CBS 119 
CBS 117 
CBS 122 
CBS 60 
NBC 66 

NBC 66 

CBS 96 



PROGRAM, time, start, duration 

Secret Storm; M-F 4:15-4:30 pm; 2 May; 52 wks 
Love of Life; M-F 12:15-12:30 pm; 2 May; 52 wks 
Meet Millie; alt T 9:00-9:30 pm: 22 Mar; 52 wks 
The Inner Flame; M-F 1-1:15; 4 Apr; 52 wks 
Ding Dong School; M-F 10:00-10:30 am; 22 Apr; 
52 wks 

Ding Dong School; M-F 10:00-10:30 am; 31 Mar; 
26 wks 

Meet Millie; alt T 9:00-9:30 pm; 15 Mar; 52 wks 




|ohn P. 
Marsich 13) 



3. Advertising Agency Personnel Changes 

NAME 




|ohn F. 
Rccder (3) 



Norman R. Anderson 
Myles E. Baker 
Frank A. Berend 
David Bradshaw 
Donald W. Brown 
Kenneth F. Browning 
N, Elena Cadiz 
Ruth J. Cerrone 
Chester V, Cheek 

Al Fiegel 
Edward F. Flynn 
Emile Frisard 
Ben (- Gibson 
James Hausman 
John F. Henry 
Robert Hunter Higgons 
L. J. Hubbard 
Fred Irwin 
Laurence ). )affe 
Charles D. Kashcr 
Robert Kroll 
Joseph A. LaCava 
Thomas A. Lane 
Robert Laws 
John F. MacKay 
john P. Marsich 
lohn F. W. McClurc 
Frank McCullough 
William W. Morgan 
Ben Morris 
William W. Mulvey 
Paul E. Nelson 
E, Graham Nickerson 
S, J. Niefeld 
Frank P. Noto 
Neal Nyland 
David Palmer 
Alfred L. Plant 
John F. Reedcr 



FORMER AFFILIATION 


NEW AFFILIATION 


John W. Shaw Adv, Chi, acct exec 
Lennen & Newell, NY, serv dept hd 
NBC, LA, asst to vp in chg western div 
Y&R, NY, dir of opers of r-tv dept 
KVTV, Sioux City, continuity dir 
Grant Adv. Chi, acct exec 
Reed Adv, NY 

Lennen & Newell, NY, copy group hd 
Robert Monroe Prods, NY, natl sis mgr 


Same, also vp 

Same, also vp in chg of serv 
Warwick & Legler, LA, exec 
Same, mgr of r-tv dept 

Allen & Reynolds, Omaha, r-tv copywriter 
Tracy-Locke, New Orleans, vp & gen mgr 
Allan Assoc, NY, publ & pub rels dir 
Same, also vp 

Michcner & O'Connor, Harrisburg, sis mgr, motion pic 
div 



KTVQ. Okla City, prom mgr 
Lennen & Newell, NY, copy grouo hd 
Biow-B"irn-Toigo, NY, copy writer 
Cary-Hill Adv, Dcs Moines, acct exec 
Lennen & Newell, NY, copy group hd 
Ceyer Adv, NY, acct exec 
Hicks & Creist, NY, acct exec 
DCSS, NY, dir of res 
Alcoa, Pittsburgh 

McCann-Erickson, NY, acct res mgr 
Charles Antcll, Bait, pres 
BBDO, NY 

Cary-Hill Adv, Dcs Moines 
McCann-Erickson, NY, vp and dir 
Own Agcy, Hollywood 
Anderson & Cairns, NY, creative dir 
Kudner, NY, hd r-tv timebuycr 
McCann-Erickson, asst acct group supvr 
Y&R, NY 

KIOA, Dcs Moines, sis stf 

Lever Bros, NY, prom spec 

Maxon, NY, acct exec 

Gardner Adv, St Louis, rcgl acct exec 

Compton Adv, NY, creative consultant 

Henri, Hurst & McDonald, Chi, in chg of spec res projects 

Assoc. Adv, Harrisburg, acct exec 

R. L. Polk, Det, sr acct exec 

Morse International 

Grey Adv, NY 

Benton & Bowles, NY, acct supvr 



Erwin, Wascy, Okla City, r-tv dept 

Same, also vp 

Same copy group hd 

Same, also vp 

Same, also vp 

Same, also vp 

Biow-Beirn-Toigo, NY, acct exec 
Same, also vp 

Cccr, DuBois, NY, asst acct exec 
Erwin, Wascy, NY, dir of res 
TAA, NY, owner 

Warwick & Legler, NY, tv copy supvr 
Same, asst mgr 

Lennen & Newell, NY, sr vp & mgmt acct supvr 
Hal Stcbbins, LA, vp & acct supvr 
Same, also vp 

Same, asst dir of media in chg of time buying 
Same, also vp 

Morcy, Humiti & |ohnstonc Adv. NY, dir of mktg 
Roger Johnson Adv, Des Moines, gen mgr & acct exec 
Grey Adv, NY, mktg & sis dev dir 
Cunningham & Walsh. NY, acct exec 
Same, farm r-tv mgr 
Same, vp & asst to pres 
Same, res dir 
Same, r-tv dir 

Ceycr Adv, Dct, vp & acet exec 
Erwin, Wascy, NY, mdsg dir 
Warwick & Legler, NY, acct exec 
Same, also member, bd of dirs 




Walter C. 
Smith (3i 




William W 
Mulvey t3> 



In next issue: New an</ Renetced on Radio Networks, National Broadcast Sales 
Executives, New Firms, New Offices, Changes of Address 
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3. Advertising Agency Personnel Changes (cont'd) 



NAME 

Elliott W Reed 
Sol Sackel 
Robert Schiels 
Justin M. Schuchat 

Walter C. Smith 
Frederick C Stakel 
Dick Stevens 
Hugh Sutherland 
Mai Thompson 
Robert H. Thurmond 
Maurice Umans 
Robert E. Walsh 
)oe S. Watkins 
Al Wcinthal 
Thomas Pcarsc Wheel- 
wright 



FORMER AFFILIATION 



NEW AFFILIATION 



publ 



Free b Peters, NY, acct exec 
Bolta Products, dir of adv, mdsg 
Wm. Esty, NY 

St Louis Post Dispatch, copy suovr 

creative adv 
Blow Co, NY, vp b dir of meaia planning 
Alcoa. Pittsburgh, adv mgr 
WCCO-TV, Mmnpls, dir 
)WT, LA 

Transfilm, NY, prod supvr 

)WT, LA, media dir 

Paris b Peart, NY 

Metropolitan Croup 

Zimmer - Kcllcr-Calvert, Det 

CFCF, Montreal, prom mgr 

Chrysler Corp. Det, sis prom mgr, parts div 



chg of retail 



Needhani, Louis b Brorby, NY, acct exec 
Sackel Adv, Boston, pres 
Paris b Peart NY, copy chief 
Warner b Todd, St Louis, creative stf 

William Esty, NY, vp 
BBDO, Boston, acct group supvr 
Campbell-Mithun Adv, Minnpls, tv dept prodcr 
Same, media supvr 
BBDO, NY, tv prodcr 
Same, Chi, assoc media dir 
Same, creative dir 
Paris b Peart, NY, acct exec 
Bonsib Adv, Fort Wayne, Ind, creative and contact st 
Harold F. Stanfcld Ltd, Montreal, r-tv dept 
Ruthrauff b Ryan, Det, mdsg group contact man 



4. Sponsor Personnel Changes 



NAME 

lack S. Beldon 

Robert Champion 
C. C. Coburn 
Charles F. Dunn 
Harold R. Fagerson 
T. E. Hicks 
Martin R. King 
Albert ). Power 
Jay M Sharp 
William H. Shriver 
George W Sutton 
Donald E. West 
James C Zeder 



FORMER AFFILIATION 



NEW AFFILIATION 



General Electric, Bloomfield. NJ, air conditioning div, 
mktg mgr 

Borg-Warner Corp, Chi, Norge Div, regl sis mgr 
JWT, NY, sr publ rels acct supvr 

Motor Prods Corn, North Chi, Deep Freeze Appliance Div 
Borden's, Chi, Milk Div, vp in chg of sis 
Julius Schmid, NY 

General Electric, NY, publ rels manpower dev program 
Remington Rand, NY. exec 

Van Sant. Dugdalc. Bait, r-tv dept 

Schenley InternatI NY, asst adv mgr 

Ogilvy, Benson b Mather, NY, in chg of mdsg 

Chrysler Corp, Plymouth Div, Det, asst to adv dir 



Same Syracuse, mgr mktg for r-tv dept 

Whirlpool Corp, St Joseph, Mich, west central sis m$ 
Pan-Amer Coffee Bureau, NY, dir of publ rels 
Autoyre, Oakville, Conn, NJ sis rep 
Same, Chi Central District, sis dir 
Lever Bros, Pepsodent Div, NY. mktg vp 
Same, Clove, adv mgr for Lamp Div 
Zotox Pharmacal, Stamford, vp b gen mgr 
Alcoa. Pittsburgh, adv mgr 
Amer Brewery, Bait, dir of adv 
Same, adv mgr 
Rockwood, Bklyn, vp in chg of mktg for consumer proi 
Same, r-tv adv mgr 



5. New Agency Appointments 



SPONSOR 

Alcoa, Pittsburgh 

Buitoni Foods, S Hackensack, NJ 

Cinch Prods, LA 

Croslcy Appliances, Cinn 

Robert Hall Clothes. NY. Div of United Merchants 

b Mfrs 
Hudnut Sales, NY 
Lee Ltd, Beverly Hills 
Louis L. Libby, LIC, NY 
Lucky Tiger Mfg, Kansas City 
Miami High Life 
Pacific Salmon Assoc, Seattle 
Parker Pen, Janesville, Wis 

Phila. Cas Works 
Procter b Camblc, Cinn 
Shirtcraft, NY 
Trico Prods, Buffalo 
Westinghousc Elec, Pittsburgh 
Zotox Pharmacal, Stamford. Conn 



PRODUCT (or service) 



Aluminum screening 

Macaroni products 

Cake b other ready-mix prods 

Home appliances 

Ready-wear 

DuBarry Beauty Preparations 
Dri-Mist. deodorant 
Frozen foods 

Lucky Tiger Hair Tonic, Shampoo 

Miller High Life Beer 

Pugct Sound b Alaska salmon 

Parker 51-21, Jotter ball point pen, pencils, 

desk sets 
Cas Works 

Crest toothpaste containing fluoristan 
Shirts b sportswear 
Windshield wipers 
Electrical appliances 
Zotox, Triocin, Hydrotox 



AGENCY 

Ketchum, MacLeod b Grove, Pittsbur 
JWT, NY 

Hixson & Jorgenson, LA 
Earlc Ludgin, Chi 
Carl Ruff Assoc, NY 

Al Paul Lefton, NY 

Erwin, Wasey, La 

Hilton & Riggio, NY 

Erwin, Wasey, NY 

Charles Anthony Cross Adv, Miami 

Erwin, Wasey, LA 

Tatham-Laird, Chi 

W S. Robcits, Phila 
Benton b Bowles, NY 
Friend-Reiss Adv, NY 
JWT, NY 

McCann-Erickson, NY 
Erwin, Wasey, Toronto 



6. Station Changes (reps, network 

CKNW Vancouver, sold by William Rca, pres of International 
Broadcasting Co, to Southam Co, Ltd, 21 March, subject 
to approval by Board of Covernors, 15 April 
KAKE. Wichita, appoints Joseph Hershey McCillvra natl rep 
KBET-TV, Sacramento, Calif, became CBS affil 20 March, 1955 
KCMO-TV, Kansas City, started broadcasting color test pat- 
tern 23 March 

KERO-TV Bakersfield. Calif, appoints George P Hollingbery 
natl icp 

KROY, Sacramento, appointed Ceorge P, Hollingbery natl rep 
KTHT, Houston, appointed Paul H. Raymer natl rep 
KTVW. Scattle-Tacoma. appoints Adam Young natl rep 
WBUF-TV. Buffalo, NY, uhf, bought by NBC, II March, sub- 
net to FCC approval 
WDSU-TV, New Orleans, began broadcasting local programs 

in color from its new color studio, 22 March 
WEBB. Dundalk. Md, begins broadcasting 2 April on 1360. 



affiliation, power increases) 



1.000 watts 

WEMP, Milwaukee, began broadcasting on 1250 kilocycles 

28 March (previously broadcast at 1340) 
WLVA-TV, Lynchburg, Va, increased to 50 kw 
WNDU-TV. Notre Dame, appoints Meeker TV natl reps 
WOW, Omaha, will become CBS affil 19 June 
WNOE, New Orleans, became independent 19 March (was 

MBS affill 

WTPS. New Orleans, became MBS affil 16 March, replacing 
WNOE 

WTVY, Dothan, Ala, became CBS affil 30 March under Ex- 
tended Market Plan 

WTVT, Tampa, Fla, became CBS affil I April 

WXIX. Milwaukee, started beaming 263,000 watts with addi- 
tion of 51 ft to antenna, 13 March 

WXYZ-TV, Det, boosts power: 316,000 video; 158,000 audio 
with addition of new 50,000 watt transmitter, 1 April 



SPONSOR 



Getting bigger 
and BIGGER! 



B 



ACK in March, 1954, when the Iowa Radio-Television 
Audience Survey was taken, 56.9% of all homes in 
this State had television sets — one-fourth of which 
had been purchased less than six months previously. 

Today, we estimate that WHO-TV has coverage 
of a minimum of 302,000 sets in Central Iowa — 
owned by 566,300 city people, 545,100 rural people. 

WHO-TV's Audience is getting bigger and bigger. 
Free & Peters have latest facts. 



WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV _ 
WHO-TV 
WHO-TV » 
WHO-TV \ 
WHO-TV b I 
WHO-TV-' 
WHO-TV/^ 
WHO-TV I 
WHO-TV / 
WHO-TV J 
WHO-TV / 
WHO-TV / 
WHO-TV / 
WHO-TV 
WHO-TV- 
WHO-TV^ 
WHO-TV* 
| WHO -TV 
WHO-TV 
( WHO-TV) 
WHO-TV 
WHO-TV 
<WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV , 
f^WHO-TV/ 
— WHO-TV" 

WHO-TV 

Channel 13 • Des Moines • nbc 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 

Free & Peters, Inc. 
National Representatives 
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WEMP 



MILWAUKEE 



Voir/ 



i 



MILWAUKEE'S 

MOST FOWERFUL 



INDEPENDENT 



5000 

WATTS on 

1250 



MILWAUKEE'S 
BEST BUY 

Second Highest Ratings* 
mornings and afternoons 
in 7 station market 

LOWEST COST 
PER THOUSAND 

Pulse— Jan.-Fob. I955 




Jesse Shwaydev 

President 
Shwayder Bros., Denver 



"The Golden Kule ha- mure power than the atom bomb." says 
Jesse Shwayder. president of Shwayder Bros. And he's gol good 
reasons for his belief: Some 41 years ago he got together $3,500. 
borrowed the name Samson from the Bible for bis trade mark, took 
the Golden Hide for his policv and began building what has be- 
come tin- country's largest luggage manufacturer. 

T his year Shwaxder Bros, will spend al out Si. 5 million in adver- 
I'-ing, more than half of il in tv. Grey Advertising is Shwayder s 
agency. During the past year, the firm sponsored Ziv Tv's Mr. 
District Attorney in 33 major market* on an alternate-week basis, 
and at an estimated $900,000 cost. 

In the earliest days, the Sain-onite trade mark showed the five 
Shwayder brothers .-landing on a piece of luggage to demonstrate 
ils strength. Tv has put glamor into that concept: commercials on 
Mr, District Attorney show three prettv I idled Airline hostesses 
perched on a piece of the firm's new Idtralite Samsonile luggage. 

Shwayder sums up the reasons for his company s success this 
way: "We bring our product to die attention of the people with as 
broad an advertising campaign as we can afford and we follow 
throughout our organization the principle of the Golden Rule — 'Do 
I nlti Others \s You Would Have Gibers Do I nto Von.**' 

Ilii* inscription, incidental! v. is on a golden band around a marble 
which shwayder always carries with him. Here's a story he tells: 

"Some lime ago. a mulli-niillion dollar chain asked us if we would 
sell ihem an extra-large volume at a special cut (trice. As we met 
around a conference table to analyze the facts. I reached in my 
pocket, pulled out the marble, and rolled it acros* the table. 

"'Mow does this proposition alTecl our ba-ic policy ? I asked. 

"the lettering on ihe marble was the most powerful voice in the 
loom. We wrole a letter to the mull i-million dollar organization 
explaining we could not make special price arrangements." 

loony, the eompanv which started in a little Denver store employs 
more than 1.000 people. Kxpecled volume for 1035 is £60 million, 
and the company sells more than 25' '< of all I . S. luggage. Jose 
Shwayder believe.- the Golden Rule can do for others what il ha- 
done for him and wherever hi 1 goes, he distribute* marble- wilh the 
(.olden Kule in.-eriplion. * * * 
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FAITHFUL 



Hundreds of thousands of 
people faithful to radio 
(and radio's sales message) 

th the rich Detroit area, 
consistently tune their home 
and car sets to 

WJBK Radio 

DETROIT 

for the best in 
news, music <and sports 
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National Sales Director, TOM MARKER 118 E. 57th, New York 22. ELDORADO 5-7690 





44.8* 

GUY L 
LOMBARDO 



AND 
HIS 



ROYAL CANADIANS 




X 



V 



First rating in Pittsburgh (nation's 7th 
biggest consumer market) — a lyrical 
44.8, knocking off 2nd highest rating 
there... for Iron City Beer. In New 
York, 13.8 first rating** wins 4th high- 
est spot among all non-network Vi-hour 
film shows. 39 sparkling films. 

* ARB, Jon. 1955 — Pittsburgh 
ARB, Feb. 1955 — New York 
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LOUIS HAYWARD 




THE 
LONE 
WOLF 



The 2nd highest rating of any non- 
network Vfc-hour film show in Milwaukee 
(nation's 14th biggest consumer mar- 
ket)... where it's heating up sales for 
Wisco Gas. 39 ttiriller-dillers with 
thrilling ratings In market after market. 

• ARB, Jan. 1955 — Milwaukee 



WIRE, PHONE OR WRITE YOUR 
NEAREST MCA-TV OFFICE TODAX 
FOR AUDITION PRINTS. 




And we've gtf 



t ore scaring 
MCA-TV sh&vfrs . 



ROCKY JONES 

SPACE 
RANGER 



Among the highest-rated kid shows in 
St. Louis (nation's 8th biggest market). 
"One of the greatest merchandising 
shows on TV," says a sponsor, Dr. 
Pepper Co. 39 fascinating science-fic- 
tion films getting top ratings everywhere. 

• ARB, Jon. 1955 — St. Loui$ 





THERE'S AN MCA-TV SHOW FOR EVERY PRODUCT, 
EVERY MARKET, EVERY BUDGET . . . 



ABBOTT AND COSTELLO 
BIFF BAKER U.S.A. 
CITY DETECTIVE 
CURTAIN CALL 
FAMOUS PLAYHOUSE 
FOLLOW THAT MAN 
HEART OF THE CITY 
HOLLYWOOD OFF-BEAT 
I'M THE LAW 
MAN BEHIND THE BADGE 



MAYOR OF THE TOWN 
PLAYHOUSE 15 
PRIDE OF THE FAMILY 
ROYAL PLAYHOUSE 

AND COUNTERPOINT 
SOLDIERS OF FORTUNE 
TELESPORTS DIGEST 
TOUCHDOWN 
WATERFRONT 
WHERE WERE YOU? 




AMERICA'S NO. 1 DISTRIBUTOR OF TELEVISION/ FILM PROGRAMS 





'n Hn'\ Ye all lining it ! Borden's 
with "Life nl li'ilrv", Olympia 
Beer and White King Soap with 
"Science fiction Theatre", Lang- 
endorf Bread with "Western 
.Marshall", Burgermeister with 
tin' "Kddie <'antor Show" these 
national spot program* //In* seven- 
teen national ainioiiiiceiiieiit sched- 
ule^ all hraud new within the last 
thntv «la\s! 

The networks (all four of 'em) 
are here too. Within that same 
thirty day period, sponsors o)' 
"Dragnet", "Lux Video Theatre", 

"(Icoi^e (iohel", "I've (Jot A 

Secret". "Huh Cn mms Show", 

"Life With Father", and "It's A 
('neat Life" have come to our 
party anxious for ^niiii 1 of those 
refreshments veiled up hy Cal 
Sale-, in the form of 'M)'.\ nnllion 
dollar- in s/n tiilnhh itn'oitir. It's 
nil tria\y, too, hecause O.V ^ of the 
flS/idii TV homes in Cal Sales' 
coverage area can receive onhi 
KSI'.W TV. 

V'ALL CO.MH! Let in the swing 
ami make soar cash registers sjn^ 
w ith ( 'hamiel S ! 
ASK l!(»LLIX(il'»Kl?V 




CBS, NBC, ABC, DuMONT 
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Hy Joe Csida 



Tmltty's tv star should svll 

The door behind 1110 in the RCA Victor i eeording control 
room opened and Perry Como walked in. Hi> greeting was 
as warm as ever. It wasn't until he had half removed his bright 
red coat that his eyes fell upon the pack of Old Gold- on the 
table at my (dhow, lie slipped back into the coat, picked up 
my pack ol Old Golds, hurled it across the room, reached into 
his pocket and placed a pack of Chesterfields on the table. 
Then he removed his coat. 

v\ll this, ol course, was done in a completely good humored 
fashion, and 1 relate this small episode from the davs when 1 
was RCA Victor's director of artists and repertoire only to 
set the scene for a few remarks on a subject which spon»oi>. 
their agencies and the performers who work for them have 
kicked around for some lime. The subject: Mow much idling 
should a performer do lor his sponsor? 

1 can put my own opinion on the record <piiekl\ and briefly. 
Plenty! In one fashion or another I have worked with enter- 
tainers, nondescript and highly talented, big names and no- 
names, from tent shows to lv for a little belter than 20 vears. I 
still work with them, and I have lonnd and continue lo find 

even today many artists have a completely cockeyed alti- 
tude concerning their f unci Ion in lv. and radio for that matter. 

The Coino incident demonstrates. I think, the pertect basic 
altitude. The relationship between Como and biggell & Myers 
and Cunningham & Walsh is without doubt one of the most 
successful, long lerm spoiisor-agenoy-arlist relationships in 
the industry. And I am quite convinced that a good measure 
of ihe success of this combination lies in Mr. Gome's basic 
altitude. I le is not only willing lo tell his \ icweis and listeners 
that he likes Chesterfield cigarettes and smokes them himself, 
lie actually does like Chesterfields and smokes them. I be- 
lie\c Pei rv s soft sell recommendation to his viewers that they 
smoke the cigarette is largely responsible for the success of 
tin' show as a commercial vehicle. 

I have sat in on several -cs-ions where an agency and/or a 
sponsor man was broaching the subject of doing a commercial 
pilch to a star or scmi-slar performer. The delicacy with 
which mosl of such advertising and business men approach 
the subject when tossing il at a performer always amused me. 

"Now, look. Hamlet." il generally goes. "We don't really 
want von lo read the commercials, but — or. ah. that is. or— 
( I' lease turn lo pa tee 66) 
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AROUND FARGO, 

it s WDAY-TV 




BY A COUNTRY MILE! 



HOOPER TELEVISION AUDIENCE INDEX 
Fargo, N. D. - Moorhead, Minn* — Nov., 1954 




TV-SETS- 
In-Use 


Share of 
Television Audience 






WDAY-TV 


Station B 


AFTERNOON (Mon. Ihrg Fri.) 
1 2 noon — 5 p.m. 


28 


86 


14 


5 p.m. — 6:30 p.m. 


48 


88 


13 


EVENING ISun. thru Sol.) 

6 p.m. — 11 midnight 


65 


85* 


1 7* 


l*Adjustcd to compensate for foct station* 
were not telecasting all hours) 



Fa 



\KGO-MOOKIIKAl) Hoopers |>ro\e thai 
\VI)A^-T\ outruns nil television competition,. 
l»y a comfortable country mile. Day and night, 
WDAY-TV gets 5 to 6 times as many Metro- 
politan I'argo viewers as the next station! 

Look at theTV sets-in-use — 6.7% nt night! 

With the next nearest stations i>0, J!5.) and 
200 miles away, yon can he sine \\ DAY-TV 
is amazingly popular throughout the heavily- 
saturated Heel River Valley. Let Free & I'eters 
give you the whole storj i/*s really some- 
thing! 



WDAY-TV 

FARGO, N. D. • CHANNEL 6 
Affiliated with NBC • ABC 




.•IIEK & IMTKKS, INC., Exclusive iXational Representatives 



WE'RE PROUD OF OUR SHARE 
IN THE TEXAS GULF COAST 



and too — we're 
proud that 
KGUL-TV's 

audience grows 
and grows 

The Houston-Galveston Area 
A. R. B. for February 1955 
also shows that KGUL-TV is 
consistently increasing its au- 
dience for more programs 
than either of the other two 
stations in the area. 



Comparison of February 1955 

Quarter Hour Increases (5 p.m.-12:00 p.m.) 



with 

October '54 


« 


with 
onuory 


140 
K 






138 

K 


G 
U 
L 


105 

Station 

B 


* 




G 
U 

L 



80 

Station 

B 



KGUt-TV and only one other 
station on the air 
in October 




91 

Station 

c 



*for example 

BETWEEN 
6 AND 6:30 P.M. 
KGUL-TV HAS 64.4% 
OF THE AUDIENCE 

MONDAY THRU SATURDAY 

(A.R.B. February 1955 
For Houston-Galveston Area) 



HOUSTON 



\ 



GALVESTON 



Be4t Biu/ wu'l&taA 



GULF TELEVISION COMPANY 




COAST AREA ^^V^ *HANNf I 

REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES 
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// a sponsor could sit dtncn at oiw table with a /win<>f 
of top I'. S. tinH'liuyvrs, article tells what he'd htur 

sponsor's panel of top buyers was selected through 
a poll of tv and radio station reps. Headers are 
invited to suggest other buyers whose views should 
be sought for future articles. For advice from 
timebuyers to sponsors see article and box next [Hige 




iiotr thvtj think sponsors could #tt ##/•#> hvttvr 
usv of it ir ntoiliu—uml thv iimvhut§t*v m s skills 



yfLdverlifrcrs are making better use of the tiinebuyer's skills* than at any other stage in 
broadcast history. Yet timebuyers still feel advertisers can do more to um* their knowl- 
edge productively. 

These two conclusions emerge from a series of intensive interview s with timebii) ei> 
who are among the most experienced and active in the nation. Also revealed i> a wide- 
spread feeling on the part of top buyers that today the timebnyer has more and more 
emerged at many agencies as an executive. 

Before choosing top timebuyers for inclusion in this -tudy. spo.nsok went to radio 
and tv station representatives who have wide acquaintance among buyers, asking: "Who 
are the top buyers in terms of billings handled and experience?"" The list compiled from 
representatives formed the basis for selection of the buyers whose collective thinking is 
summarized here. While many other names could be added to the list. repie>enlali\ es 
surveyed felt that these buyers could give welbbalnneed expre— • ion of the be-t in agenc\ 
thinking on time buying. 

The panel includes, alphabetically: Paul Benson. Benton & Bowie-: Jerome Feniger. 
Cunningham & Walsh; Thaddeus Kelly, McCann-Eriekson: Bill Kenneth, Ted Bate-: 
Phil Keuney, Kenyon & Eckbardl; Mary Elizabeth Loeber, Bri-acher, Wheeler & Staff. 
San Francisco: John Marsieh, Kudner: Martin Murphv. doling & Rubhain: l.oui- J. 
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TOP TIMEBUYERS 

i an i k arcs oj 13 members oj 
>\m> ; - linn Inner panel. Included in 
■ hill not pictured arc: Jerome 
I , ( XII : Martin Murphy. ) & R ; 

I I underploeii. Arthur Meyer- 

A ( <>.. ( luirh". II ilds. \ . II . Iyer: 
,m II niiht. J. II alter Thompson 



I'nul Unison. It&lt 

"li e ash for availabili- 
tics from all radio and 
ti stations in a market 
to insure getting best bin. 



Thattdt'u* ht'tly, 
McC.ami-Erickmm 

■li the hi tun! Inning 
lei el, litis tigenc\ still 
believes in specialists 
in final, air, outdoor." 





/{ill Kennedy, Hates 

There's no set formula 
for covering a market, 
but "the shorter the cam- 
paign, the more intensive.' 



I'hil Ken ncY. K&E 

U e nsl; to get /till 
responsibility in buy- 
ing, uilhnitt clearing 
rath spot nith clients." 





Mary Elizabeth l^oeher. 
Ilrisacher, II heeler 

"Ratings are used only 
as an indication of the 
relatii e standing oj sta- 
tions in a market." 



John Morsirh. hmlxxer 

"7 here's mi best \Ui- 
lion anil no l>esl lime. 
Ih relates tune tin 
In i r uliii I \, jiTnlilrins. 




NeFon. Geoffrey Wade Advertising. 
Chicago: Fred Norman. Grant Adver- 
tising. Chicago: Arthur Pardoll, Foote. 
Cone & Bidding. New York: George 
Polk. BBDO: Helen Stenson. Foote. 
Cone & Belding. San Francisco: Evehn 
\ anderploeg. Arthur Meyerhoff & Co.. 
Chicago: Charles Wild;-, N. W. A\er: 
\ubrc\ \\ illiams. Fitzgerald Advertis- 
ing. New Orleans; Anne Wright. J. 
Walter Thompson: Kohert \\ ulfhorst. 
Dancer- Fitzgerald-Sample. 

sponsor asked the>e bu\ers what 
guidance thev would wish to see passed 
on to the nation's air advertisers. Here, 
point l>y point, is their thinking: 

Visit stations on your trips to 
local distributors and salesmen, and 
.see media representatives whenever yon 
get a chance to. 

"Clients should know the mechanics 



of media 



Dancer-Fitzjierald- 



iia, says 
Sample's Rohert \\ ulfhorst. "The more 
informed they are ahout the competi- 
tive picture in radio and tv, the more 
flexible is their thinking about the air 
media." 

'*ln the case of big client.-, the me- 
dia reps frequently make contact with 
the advertisers directly."' sav- K.&F"s 
I'hil Kcnney. '"Generally, this is fine 
with the agency, because the reps can 
presell the client on certain concepts 
and uses of media. The onh time it 
does more harm than good is when the 
ieps idea is in conflict with current 



c ampaign plans." 

All the Liners interviewed agreed 
that they find it easiest to work with 
a client who is well versed in the tech- 
nical aspects of radio and television, 
knows stations, program trends. "In 
that way. we don't have to sell them 
the medium before selling them on a 
campaign/' said one huyer. 

'"Our agency used to have a rough 
time with the chairman of the board 
of a company, because he insisted on 
personally approving every single an- 
nouncement bu\." another buyer told 
SPONSOR. "One day I sort of took my 
life in my hands, and started talking 
to him about time buying, how one 
evaluates a station, what ratings and 
research services are available and how 
the buyer uses them. In other words. 
J gave him a short course in time buy- 
ing. When 1 got through, (and it 
took six hours) he put his arm around 
my shoulders, and said. 'My boy, you 
just put me through college." And from 
that day on he was a doll to work 
with." 

2. Don't hop on the bandwagon of 
popular time periods. Often you buy 
expensively, when you buy a fad, so 
don't go on an "early-morning only" 
or "Class A tv" jag without shopping 
around. 

"Occasionally, clients are blinded by 
certain time periods."' <ays N. W. \y- 



Timebuyers' tips to advertisers 

on getting most out of radio -tv 

1. LEARN AIR MEDIA AT FIRST HANI). ViVit stations 
your sales trips, talk to reps, keep up on programing trends. T 
more you know about the mechanics of nulio-tv, the more cffieieni 
will you guide your buyer.-. 

2. DON'T HOP ON "POPULAR TIME"' RAND WAGON. U 
audience doesn't necessarily mean right audience for yon. Y 
may he hotter olT with a le>ser-raled time, than being wedgij 
among five other advertisers in the high-rated slot. 

3. DON'T RUY RY FORMULA. There's no single yardsti 
for judging stations in every market, ^ on hamper a buyer if y 
don't let him evaluate stations by their place in the market, eh; 
aeler of management, general programing pull. 
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er's Chuck \\ ihls. "But if so. it's the 
agency's fault, because it's up to the 
agency to pre-sell them and coin im-e 
them of the wise-t buys." 

"Sometimes 1 actually sta\ awav 
from high-rated spots becau-e I'm 
more interested in memorability,"' sa\» 
Foote. Cone & Belding s Art Pardoll. 
"The top-rated time* are as popular as 
Southern belle?. Buy them, and you 
may get wedged in between three or 
four other advertisers.'' 

"Available rating services still do 
not furnish the ultimate in reporting 
program popularity — they are ju-t in- 
dicators." says Fred Norman of Grant 
Advertising. Chicago. " " wliom do \ ou 
want to reach' is paramount. There- 
fore it follows that time purchases are 
dependent upon the audience de-ired." 

"Tn radio today you're dealing w ith 
more specialized audience segments." 
says J. Walter Thompson's Anne 
Wright. '"For example, if \ou buy 
early-morning radio, you're getting an 
audience loyal to the early-morning 
personalities — you have a Tan audi- 
ence.' r I herefore. in order to reach a 
broader listenership, it is sometimes 
advisable to consider splitting the 
schedule to take advantage of the loy- 
alty to different personalities. 

"It used to be possible to get 30^ 
of the audience with one evening pro- 
gram announcement. To reach the 
same share of audience todav. vou mav 



lia\e to buy as main a- -ix announce- 
ments." 

Don't impose formulas upon 
\our tirnebuvers. 1 here"- no formula 
for covering one particular market, and 
there certainlv i-n t for the entire coun- 
try . Sliderule yard-ticks tend to be 
restrictive upon creative thinking, 
stiffle the be-t use of the buyer's judg- 
ment and knowledge of a specific mar- 
ket. 

"There's really no I e-t station and 
no best time. says Kudners John 
Marsich. "Some stations have higher 
circulation, but that'- offset b\ higher 
rates. Furthermore, there are other 
factors to consider besides co-t-per- 
1.000 and circulation. Type of audi- 
ence, programing appeal and the place 
of the station in the market may be 
undefinable mathematically, but they 
do affect sales. "' 

"\ou might get a high rating on one 
station,'' sa\s BBDO's George Polk, 
"but how effective your announcement 
would he crammed in with lots of 
others is the question. A buyer get:- to 
know the caliber and character of sta- 
tion management and therefore make* 
a more valid decision. In radio, of 
course, there's more local programing, 
therefore the medium requires more 
knowledge of local situations — market, 
station personnel, etc. A tv buy is 
{Please turn to page 114 I 




Louis Setson. W tide 

".Neit ti availabili- 
ties should bt uttered 
to current adiirt >crs, 
not neu clients. 



Fred \urman. Grant 

"See ei ery station rep 
who visits. The best ideas 
stem from station men 
and rep i isits.'" 





trt I'ardotl. FL&H 

"I look tor memora- 
bility, not ratines. 
Popular time slots 
eel too croud* d.' 



George Folk. HUM) 

The better buyers know 
a market, says he, the 
better they can evaluate 
a station's status there. 



i DON'T FAVOR ANT ONE MEDIUM. Before every cam, 
ign. consider all media, think in term? of variou- combination- 
media — radio and tv. spot and network — to make sure you're 
t overlooking any way to stretch ad dollars. 

j MAKE FILM COMMERCIALS IN THREE LENGTHS. 
>od tv availabilities often have to he snapped up quicklv. Your 
ncbuyer can do just that, if he"- not bound to a certain time 
Igth by the film commercials you've provided for him. 

, EXPLORE LOCAL TV PROGRAMS. SYNDICATED 
!LMS. You may get added sale- impact by being identified with 
show rather than buving announcement- onlv — and at com- 
liable cost. Consider combining program- and announcements. 



I CONSIDER ALL STATIONS IN A MARKET. There'- no 
lest station" in a market, be it by power or network affiliation, 
ny station may be best for your campaign if it has schedules 
slivering the right audience for you. 




Helen Stfnson, FC&li 

"Meeting station managers 
at conventions makes 
tor better station 
asenct relations. 



Aubrer Williams. Fitzgerald 

"Xo man can know enoitch 
about all media to buy 
intelligently. Speciali- 
zation leads to neu ideas.' 





Hob U ulfhorst. l)-F-> 

I aood work ns rehti n- 
sh i u ith rt I « a d sta- 
tion men (an u >oitr hard 
to eel time shts saw hi. 
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Magazine plan brings nighttime network 
within moans of KAj\ t I>-AII> ailvortiser 



J&J dramatizes slicking poncr of BASD-All) Plastic Strips 
itiili Super Stiff; by holding egg with bondage in boiling 
tenter. Six out ot crer\ I'J consumer letters received by 
lirm mention demoiisliation. How long can a commercial re- 
main effective? This one's been going strong 18 months. 



Ji the Johnson i> Johnson Co. analy- 
sis is correct, just alio lit every tv home 
in the I nited States has seen the boiled 
egg B\\!)- \I1) Plastic Strips commer- 
cial illustrated below at least once. 

It is a \eai and a half since the plas- 
tic strip first lifted the egg and dipped 
it into the water on ) our Show of 
Shows. This season it has been repeat- 
ing the performance twice a month on 
I he Imogene Coca Show, carried over 
95 \ llC TV Nation*. 

The commercial is virtually the en- 
tire tv campaign for BAN'D-AIL) Plas- 
tic Strips with Super-Stick. Even the 
program is a secondary consideration. 

Johnson \ Johnson's tv experience 
is noteworthy as evidence of the trend 
toward growing acceptance of the 
"magazine concept" in television: 

In addition, the egg commercial is 
significant because: 

• It illustrate* how big-time tele-vi- 
sion is possible on a relatively low tv 
budget -$600,000 is sponsor's esti- 
mate : 

» It reflects a shift from reliance on 
individual show ratings to considera- 




tion of the cumulative, undupHcated 
audience; 

» It strengthens the view? of those 
who hold that program-commercial in- 
tegration is not important; 
• It proves tv's unique power to con- 
vince. 

The egg commercial is one of the 
medium's outstanding demonstration 
pitches. Six out of 10 consumer letters 
received at the multiple-plant J&J head- 
quarters in New Brunswick, N. J., 
make specific reference to it. Drug 
stores report endlessly how customers 
ask "for the plastic strip that picks 
up the egg." 

That it is one of the most convinc- 
ing commercials around is the firm 
belief of Johnson & Johnson Educa- 
tional Director. Monroe D. Schackner. 
R. J. Shaw, Product Director of BAND- 
AID Plastic Strips, states that sales 
showed a sharp rise after the egg dem- 
onstration started its tv career. It is a 
stopper, too. in its print form, the 
agency — Y&R — reports. But Shaw, 
along with others at Johnson & John- 
son, feels that qualitatively, the impact 
of the tv version is of far greater 
consequence. 

In part, the rapidly rising sales 
curve reflects a similar!) steep rise in 
total surgical dressing sales, about 
4C/ '( in the past three years. By its 
own estimate, Johnson & Johnson does 
approximately 75' % of the total bus- 
iness, 

Magazine concept: At Young & Ru- 
bicani, whose air billings are the larg- 
est in the United States, Johnson & 
Johnson does not rate as a big tv dol- 
lar account. But it is of great impor- 
tance as a symbol of the changes that 
are coming about in tv. An evaluation 
of television as a changing advertising 
medium seems to have taken place in 
the top echelon of Y&R. The slotting 
of the egg commercial in the Imogene 
Coca Show illustrates the new think- 
ing. It is explained as follows by Rod- 
ney Erickson. v.p. in charge of account 
planning for television: 

1. The rising cost of television made 
single-brand sponsorship of a half-hour 
show impractical for Johnson & John- 
son. Actually, only about 1 V < of all 
nighttime shows are single-brand 
shows, he finds. Krickson estimates 
that it takes between three and four 
million dollars to run a 52-week sched- 
ule. Even the top cigarette and soap 
spenders are finding the going too 

(Please turn to page 72) 




|&|'s E. C. Ccrbic, V P. 
Dir. of Adv. & Merch. 




Y&R's Milford Baker, V.P. 
Account Supervisor 




|&|'s Monroe D Schackner 
Educational Director 




Y&R's Clifford Smith 
Account Executive 



This i.s ad learn which has guided destiny oj the new J&J 
plastic bandage, which nou does 75% oj total dressings business 




|&)s Robert |. Shaw 
Product Director 




Y&R's John Swayzo, Super 
visor Tv Commercials 




Why J&J bought "Imogene Coca" show 

/. liisiug tr costs mike single brand -pon-or- 
ship impractical. Even top snap, cigarette -peml. 
ers find going rich. Y&R agency says only 15% 
of all nighttime -hows arc -insde-hrand programs 

2. .VtV/jM'M figures shmr that program averaging 
25 will roach 90% of all ty homes in month 
period, due lo audience turnover. Top ratings 
are thus not e*-ontial for a broad coverage 

li. J&J hud been a sponsor of ) our Show o> 
Shows. With it.- demise, the Imogene ('oca Show 
offered only po— ihility of buying oue-minnie par- 
ticipations in prime NBC or CBS night program « 

4. Real choice was between Coca program and 
addition to print campaign. Presence of te-t- 
ed commercial, regarded as one of nio-t power- 
ful around, was a factor in final media choke 
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rinu i£i'ls full network coverage via lavish ouc-liour musical program 
lor 52 nooks in one of biggest recoil I nel radio buys. Cost: §832.000 



m m Jf 1 hrou'^li radio it is pn>-ilil< i to 
reach more people more frequently 
more economically than through anv 
other medium. 1 ' 

This forthright declaration bv its 
agene\ account executive nealh Minis 
up the reasons for the F. W . Wool- 
worth Compain 's decision to launch 
the most ambitious radio show of re- 
cent \eai> on a full network come 5 
J une. 

I he show i» a musical extravaganza. 
7/ie ll'oolu orlli If our, featuring IV rev 
Faith and a 15-piece orchestra, screen 
star MacDonald Carey as host and 
guest stars from the musical world. ]t 
will he carried on the full 206-station 
CHS Kadio network Sunday after- 
noons. Tinie-and-talent cost per pro- 
gram is Sld.OOO. Vet budget for the 
~>2-weok period is ?H32.(M!(). 

\ Wool worth executive told si>o\- 
s<tic 1 his is the most important step 
we ha\e taken in our advertising. It 
provide- with all-important continu- 
il\ in all Masons, all period- of the 
war. Furthermore, the number of peo- 
ple we expect to reach through the ra- 
dio *hnw is fir greater than what we 
i an ".el for the simc nione\ in print." 

How important the i- for tin; 

linn < an he -eon from nn ad budget I 
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comparison. Last \ear. I'll? showed 
the company spending $531,468 in 
consumer magazines fa large amount 
in addition goes for Woolworth s own 
in-store publications). This year's 
magazine budget is expected to be 
about the same, considerably less than 
the radio expenditure. 

Competition for the Woolworth bill- 
ings plum was keen among the net- 
works. Fxcitement in network corri- 
dors was reminiscent of pre-tv days. 
More than landing an account was in- 
volved. The advent of The IP ool worth 
Hour is significant because: 

• In this day of participations anil 
growing use of five-minute segments, 
a big company is riding with a big- 
time hour radio show. 

• The choice of network radio was 
based upon a comparative analysis of 
media ability to combine great cover- 
age, glamor, prestige and low cost. 

• \d\ertiser and agene\ take a posi- 
tive approach to network ladio as a 
foremost ad medium, look upon it not 
as a dec lining, but a growing medium. 

• Woolworth appears to be among 
the first large nctuorh advertisers to 
ha-e much of its thinking on the newer 
concepts of the ont-of-honie and out-of- 

i\ inn room audience. 




WOO L\ 



These are among 
reasons Woolworth 
bought net radio 





Show announcement brings smiles to (I. to r.) CBS Radio president Adrian Murphy, conductor 
Percy Faith, Woolworth ad mgr. E. C. Burman, p.r. head Rae McClaren, star MacDonald Carey 



• The program i- deliberate!) de- 
signed lo answer what many today feel 
are tlie program requirements for easy 
listening to radio. 

• Woolw ortli intends to concentrate 
oji straight product sell, as well as in- 
stitutional advertising. 

• Cooperative advertising, so long a 
feature of the local and regional scene, 
now goe- national, since Woolworth 
suppliers will share the cost. 

• W oolworth is complete!) new to 
network radio. The sale represents 
progress in creation of new accounts 
which all the networks have Keen 
working toward. 

The Woolworth venture is a sign of 
a current revaluation of network ra- 
dio now stirring in some ad circles. 
CBS reports renewed interest among 
agencies, which are beginning to take 
seriously the coverage data showing 
the great audience represented in cars, 
parks, beaches, and so forth, as well 
as the newer listening habits at home. 

The Wooluorth Hour is partly a 
recognition of the out-of-home audi- 
ence. A recently issued Nielsen studs 



shows an audience of over 3.000,01)0 
car listeners during the 1:00-2:00 p.m. 
period in February; it is expected to 
increase greatly in the warmer months. 
According to the company the new 
audience figures were a major factor 
in its decision to buy network radio. 

At the L) nn Baker agency, which 
handles the Woolworth account, a 
spokesman voiced the conviction that 
''radio will come bark stronger than 



ever."' An important reason for llii— . 
the agency says, is the fact that '"ra- 
dio has been forced to get into line 
economically . 

Covvrutu': Network radio gives Vv ool- 
worth just about 100^ coverage of 
its 2.021 stores. Last January each 
network received a request for a coun- 
ty map -bowing the store-cities and 
I Please turn to pa^e T<! i 




VERAGE 



rorth network of 
stores requires 
al coverage, ob- 
most efficient- 
network radio. 



2 — PENETRATION 

Gigantic size of me- 
dium makes it unique 
in firm's eyes. Over 
98% of all American 
homes contain radio. 



3— OUT-OF-HOME 



Millions of car radios 
and portables repre- 
sent huge audience 
potential, which is 
expected to increase. 



4 — COST 

For time and talent 
Woolworth's paying 
$16,000 per show, less 
than a black-and- 
white page in "Life." 



5— EXCITEMENT 



Big show, guest stars 
help build enthusiasm 
of store managers; 
local support's vital 
to success of ad effort. 
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Sales for second half of March rose dramatically, topping last year's 
hy (»(»%. Chart (ahove) traces wcek-hy-weck sales during tv campaign 



lor the first time in television and trade paper history. 
M*o>sOK is able to report results of a tr lest campaign as 
they happen, spovsoif recently revealed that Hundiani X: 
Morrill Co. had launched a campaign using tv only in a. 
market where it had never advertised before and where 
sales of its oven-baked beans and brown bread were low. 
Objective: to see if tv alone could boost sales. 



TEST IN A NUT-SHELL 

PRODUCTS: li&M ijfans and brt wn broad 

AGENCY . Ml! IK I, Huston 

market: U>!i in Hf zone around (Jrccn Bay, Wis. 

media used. tiltvlKlon only 

PAST ADVERTISING- almost none In area 

SUCCESS YARDSTICK: sales. Inrrr-asfd distribution 

BUDGET: ?I2.:.00 

DURATION: m(n ni'iUlis 

SCHEDULE: ti-nilii ainifls wkly, innst In afternoon 



This is sponsor's second major series on media. 7 he 
first was Sponsor's two-year All-Media Evaluation: Study 
I recently published in hook form). The All-Media Study 
explored the role of each major advertising medium, urged 
advertisers to test media. The present li&M campaign is 
one case of an advertiser turning to a media test in the 
effort to solve a marketing problem. 

# # » 

fUm uniluim & .Morrill sales in the Green Ba\. Wis., te>t 
area are showing drama I if acceleration after nine weeks 
of television. Sale;? for the most recent period reported to 
sponsor, ihe second half of March, shot up over ()6' 
compared with the same period last jenr. The sales in- 
crease for the fust half of March was 28'?. 

In the phrase () f Ad Manager \Y. G. Nortligraves, the 
M\M sales elimh can now lie judged as [lie "well seeded*' 
lesnlt of the tele\ ision campaign rather than a momentary 
lluri \ . 

Total sales for the nine weeks of telev ision reported thus 
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far. are 51 v /i ahead of t lie same period last year when no 
substantia] advertising was used. 

To pel a quick picture of how 1955 \ olume compare? 
with la>t year, glance at the chart al left, ll shows total 
sales of all B&M products under test b) the two-week pe- 
riods which are reported in ea<'h is>uc of sponsor. 

Onh television advertising is being used by B&M. The 
campaign consists of six weekly one-minute t\ announce- 
ments over WBAY-TY. ''And remember we re doing no 
in»»tore point-of-sale merchandising," points out Marvin 
Bower, ad manager of the Otto L. Kuehn Co. brokerage 
firm in Milwaukee. 

"We had explored the possibility of printing and t\\>- 
tributing point-of-sale material tying the tv campaign to 
the product," he told SPONSOR. "But we found that the 
large chains just don't want that stufT cluttering up their 
stoics. This is a frequent reaction today to merchandis- 
ing material. So we're relying on the tv message to do 
the job." 

Burnham & Morrill's chief competitor in the market, 
Puritan, has apparently been keeping close tabs on B&M 
tv results. Puritan has just dropped its newspaper co-op 
advertising program in the market, its reported, and 
launched a series of co-op tv announcements. The Puritan 
tv messages arc aired over WBAY-TY in a Sunday night 
feature movie program sponsored by a local grocen 
chain, Red Owl. 

B&M commercials continue to use testimonials based 
on quotes from area housewives. In addition there arc 
once weekly demonstration commercials which suggest 
ways housewives can serve B&M beans and brown bread 
t^ee picture below). 

The recipe commercials are in a hoincmaker show. 
What's IVew To DAY, m.c'd by station personality Helen 
Day. Miss Day was just launching a new facet of the 
campaign at sponsor's presstime. She's telling listeners 
that the> can obtain a free B&M booklet on ways to serve 
beans by dropping her a post card. Most of the commer- 
cials, however, are done in a late-afternoon children's 
show by veteran performer Capt. Hal O'Halloran. * * * 
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TH WEEK OF B&M 26-WEEK TV TEST 



Ttiis is (In- li t't'k'b} 'itffk inside report nf 
tr/ifil nttppeiis io a prvrumsly unatl rt-tiist'tl 
product iii a irvak uiurkel u lira only 
our medium is used lit sliuiultile sales 



liesnlts: This year sales for' all B&M test 
products in the Green Bay area totaled 1.390 
dozen cans during the second half of March. 
Sales for same period last year icere 835 
dozen. That's a jump of U() f '< . B&M brown 
bread, whose sales were a trickle till the ti 
campaign, is showing biggest increases. 
Brown bread took an over 300 r < jump the 
latter half of March compared with last year. 

Competition : B&V's biggest competitor in 
the Green Bay area, Puritan, is now dipping 
a toe into tv. It has canceled its newspaper 
co-op program, according to reports, and is 
diverting the money to co-op commercials on 
tv in a show sponsored by a local chain. 
Red Owl. Puritan, it's apparent, has been 
hearing traile reports oj Burnham & Mor- 
rilTs success with its television campaign. 



Giveaway : As part oj commercials on a 
women's program, jrc booklets showing 
ways to serve beans ami brown bread are 
now being sent to women who write in. 

Merchandising: Yo point-of-sale posters will 
be used, it s been decided. Stores don't want 
them so tv commercials alone must do the job. 



DEMONSTRATION COMMERCIALS GIVE IDEAS FOR SERVING B&M BEANS AND BROWN BREAD. LATTER SHOWING BIG SALES JUMP 




THIS LIVE DAYTIME SELF-CONTAINED DRAMA COST $9,000 MORE ON FILM BUT COST ISN'T ONLY PROBLEM 

I'hoio shows people involved in "Modern Romances," an MiC U hile figures are considered on the high side, they point 
strip packaged by Slark-I.ax Ion. This one estimate for up how production costs are hiked by film. The method oj 
pulling shou on film is net. hejore agency commission. petting hack this extra money via reruns is big problem 



Tv dilemma: how to 




On« k hi*L question: Can yon rerun a serial? 
The answer uiav lie no. so iiiauv aclmeii 
are examining (lie s< k lf~coulaiuc*fl drama 



U jinssuttu vi'ossim learned Station Film Library was planning to syndicate two 
self contained daytime drama strips, see Report to Sponsors, page 2. 



Wanli-il: Bright man or woman with 
the answer lo problem of putting soap 
opera on film. Cost of film must be 
almost as cheap :is live show, yet must 
look better. Musi convince tv stations 
and others thai reruns will definitely 
get large audienees. Apply to almost 
any advertiser, agency, network or 
syndicator. Can name own price. 



g here arc a number of people in the 
t\ advertising business these da\s who 
are sorely tempted to run suc h an ad. 

The question of how to put a soap 
opera on film economically has been 
agitating the hnsiness for several years. 
Some of these win) have put a lot of 
thought to the question arc frankly 
ha filed and bewildered. Some think 
the\ may have the answer hut are still 
selling the idea to others. 

I',ver\ body agrees, howev er, that 
soap operas or some kind of da) time 
tv drama will be put on film and sold 

possibly In next season. 



as 
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The problem in a nutshell is this: 
Putting a soap opera on film costs 
more money — in some cases, a lot 
more money — than producing a live 
show. To justify this additional cost, 
the film would have to he rerun in 
some form or other. Hut there are a 
number of tough problems to solve in 
rerunning serials, not least among 
them the question of how you can re- 
run a story that goes on and on. 

It may be asked: Why put a soap 
opera on film in tire first place? There 
are four answers to this. 

1. There are certain obvious advan- 
tages to film. The sponsor gets a more 
finished product, with fluffs, bad stag- 
ing and other mistakes corrected by 
retakes. There are certain optical ef- 
fects which can't be managed with a 
tv camera. In the event an actor gets 
sick, production can go ahead with 
scenes in which he does not appear. 
Film also offers the opportunity to take 
the soap opera outdoors. 

2. Among those most interested in 
filming soap operas are film producers 
and syndicators. To put it bluntly, it 
offers another way of turning over a 
buck. Moreover, with networks ex- 
panding programs into periods fore 
and aft of their nighttime option slots, 
the syndieator is finding it more diffi- 
cult to do without daytime shows. 

3. Soap operas have been tradition- 
ally network program fare. In addi- 
tion, the fact they are called soap op- 
eras highlights the fact that certain 
types of sponsors predominate. The 
significant fact, however, is not that 
soap firms are the biggest sponsors of 
soap operas but that the soap firms are 
big advertisers. Tlrere are few cor- 
porations selling products primarily to 
women who can afford five programs a 
week, 52 weeks a year. With daytime 
dramas on film, regional advertisers, 
local advertisers and national adver- 
tisers who cannot use networks because 
of big holes in their distribution will 
be able to tie their product locally to 
a proven program vehicle. 

4. The fact that soap operas, rather 
than some other type of daytime tv 
programing, are candidates for film is 
a reflection of the long track record 
they have chalked up on radio and 
the top ratings they have registered on 
tv. (For a comparison of serial and 

: ' I 
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RATINGS for 3 leading daytime tv serials 

























■ ~ 


[' 1 1 1 1 1 I 1 I 


J " 








"1 








































SEARCH FOR 




















































































































/ \ 
















GUIDIN& LIGHT 




















> - 






• 
• 






* - 




- 


is 
















; 


/ 
















f-M 
























/ s 




i 




'*. 
























- * 


i» . 










1 * ; . 
















* * 


j 



























P 
















.* 


























> 




>. 

_i . 


• • f 

I — t- ±- 


















t 






































































LOVE. OF LIFE 












































































































































V- 






















































: 





















Sept. Oct. Nov Dee. Jan. Feb. Mar. Apr. May Juno July Aug Sept. Oet. Nov. Dee. Ja T> 



RATINGS for 3 leading daytime tv non-serials 
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Soap operas give steadier year-'round audience than non-serials 

Two charts above show Nielsen ratings of six daytime shoivs for past year 
and a half. Steadier ratings for the soapers are a reflection of the high 
frequency of viewing during the week by their loyal housewife audiences 



non-serial daytime tv ratings, see charts 
directly above on this page.) 

Though the daytime serial's appeal 
has been proven, putting one on film 
comes smack up against one difficult}, 
in the opinion of some close to the 
problem. 

According to I. S. "Zac" Becker, 
president of Air Features, which pro- 
duces eight soapers on radio and is 
new seeking to enter the tv soap field, 
the difficulty is this: 

"When you put a serial on the net- 
work and then syndicate it you will 
come up against a situation where net- 
work stations will be carrying tw o ver- 
sions of the same serial. I don't think 
the viewers will like that and the spon- 
sor certainly won't. A situation like 
that would take away some of the 
value of the sponsor's network pro- 
grain, not to mention some of the ef- 
fect on ratings." 

It has been pointed out, however, 
that keeping a film serial out of the 



network lineup and confining it to syn- 
dication would get around the prob- 
lem of simultaneous exposure. An ex- 
ample of this approach is The Heart 
of Juliet Jones, pilots of which were 
produced last year by Charles Irving 
for Motion Pictures for Television. 
MPTV. and later Official Films, tried 
to sell the serial but reported lack of 
interest. Official lined up film orders 
from stations in seven markets but it 
was felt that about five times as many 
orders were necessary before a pro- 
duction investment was warranted. 

\\ hy couldn't The Heart of Juliet 
Jones be syndicated? Here's what Of- 
ficial's John New man, director of ad- 
vertising and publicity, said about it: 

" Were convinced that a serial can 
be rerun. Nielsen figures prove that 
film reruns can get excellent ratings, 
in some cases even higher than the 
first-run. Hut the stations told us thai 
the program was too expensive." 
[Please turn to page 91 ) 
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\\©.** say sumo critic**. Controversial IVSI methods arc discussed, pro 



rated debates have raged within 
the radio-Iv iudtt>trv in the past few 
utvks. Their topic: the new Nielsen 
Station Index. 

Some radio stations and their rep- 
resentatives have been particularly vo- 
cal in their objections to it. stating: for 
the most part that \S1 "short-changed 
radio." 

\t [iresstime. the Advertising Re- 



hy (Jiurles Sinclair 

search Foundation had < oinpleled the 
first draft of a report on the techniques 
utilized by Nielsen in the NSI. But 
ARF members do not expect the final 
report to get into admen's hands for 
another three months. Conferences 
ami decisions by ARF committee mem- 
bers will take up the interval. 

SPONSOR is seeking to air. in this re- 
port, man) of the questions raised con- 



cerning the methods of the new serv- 
ice. These questions were gathered 
through exhaustive probing of 1 oth 
NSI critics and NSI supporters. Some 
of the questions are brand new: some 
have a familiar ring, since the NSI 
methods parallel those used for many 
years by Nielsen in his national mea- 
surements. 

Rut all of the questions are interest- 



CRITICS: "NSI methods short change radio" 

Opposition to now Nielsen Station Index renters on technique 
Used by researcher Nielsen to gather radio-tv audience data. 
The \S1 method, most erities fee], isn't measuring radio and 
tv properly, and is particularly harmful to radio. 

Principally, NSI erities point to the low level of radio sets- 
in-nse in the earlie-t NSI reports and state that they just don't 
make sense. Said the Station Representatives Association: 

"These measurements of radio audience arc not at all con- 
sistent with I he enormous growth of radio in several directions, 
such as the increasing number of radio stations and the large 
current sale of radio sets, including new varieties." 

Others say that the Nielsen technique of using data from a 
small home sample projected against a large number of home?, 
is "short-changing radio to a serious degree." A« Harry Mai/.- 
lish of I.os Angeles' KFWI? told sponsor: 

"It is ridiculous for Nielsen to base his conclusions on so in- 
significant a number of homes. It's time to get the real answer. 
I feel the responsibility of any rating service is 1-0 gioat they 
have no right lo come out with any findings unless they give 
all facts and how they reached thos ( . conclusions in plain and 
char word-, holding nothing back.'' 

Still another area of criticism of NSI centers on the tendency 
today for radio to be "di-per.-ed" around the house in a multi- 
tude of radios, pins those u-ed out of the home. Stated Ward 
lngrim of Hollywood's KIIJ: 

"With tin- mcrea-nig tendency toward sets which are smaller, 
moie portable, and in u-e wherever the listener may be, it 
heroines increasingly difficult to measure radio listening by 
methods which involve the n i c of equipment which inil-l be 
attar lied to the s> l, or diaries which are purported to reflect 
lh< u-e of that -el.'' 

"1 claim thai Niel-en never pretested his researching for a 
number of -talioim involving hundreds, and perhaps thousands 
of -how-, ' •-aid the manager of a big Fa stern radio station, 

\dded the radio tv re-eatrh director of a major agency: 

"NSI is intended a- an improvement over other existing loeal 
measurement services, But the industry hasn't had a chance lo 
dei i ilc if the whole \^| method including its 'quality control' 

i accurate. Personally, I'm not yet convinced that it's sound." 

40 



NIELSEN: NSI outlines true depth of radio 

A. (.. \iel-en replied to it- critic- a- follow-: 
"The noi-y minority fand it in only a minority I of radio sta- 
tions and their representatives who feel NSI is some form of 
plot against radio are ignoring an increasingly obvious faet: 

"NSI Reports hardly short-change radio; they do more to 
outline, the true dimensions of radio and tv — as the stations who 
are using it will tell you than any other local measurement. 

"The very erities who wail that NSI hurts radio (because seis- 
in-use don't match their preconceived notions!! are overlooking 
half a dozen innovations that are at this very moment helping 
radio stations with facts they bad never known before. These 
innovations are helping to give the sidling of time and the 
buying, as well a New Look: 

• For the first time, misleading percentage ratings have been 
relegated to a very secondary role. Instead, stress has been 
placed on truly projcetable counts of total homes reached. That's 
what the advertiser has always wanted! 

© For the first time, stations of varying power in the same 
market can count their audience in the immediate Metropolitan 
Area, in the highly competitive coverage area, and far beyond 
it a- well. That helps all stations in their selling. 

• For the first time, stations have as a sales tool realistic data 
on four-week cumulative audiences the number of different 
families (or listeners) catching a series of programs in the 
course of four weeks. That's a "third dimension'' for lime selling. 

• For the first time, figures arc available on listening fre- 
quency the number of times the average home tunes to the 
-how in four weeks- a measure of listener loyalty and of the 
degree of repetition of advertising impression*. 

• For the first time, stations have regular data on onto radio 
usage in NSl's "Auto-Plus."' That is a plus for ilie radio medium. 

"Who', helping the cause of radio? Research which depends 
on the vagaries of prompted memory, on measurements of only 
the at-home audience, on less scientific sampling? Radio men, 
who, ostrich-like, won't concede that tv has made inroads on 
radio in a seven-station market? Salesmen who can sell radio 
only with big numbers? 

"Or, is radio helped most by those who, for the first time, 
report its true si:r, all its dimensions, and all its values?" 

SPONSOR 





BROADCASTERS: 



in this report 



ing, since they show that many indus- 
try members have been honestly puz- 
zled by much of what they find in NSI. 

Here's a sampling of those questions 
that will be taken up — and answered 
from Nielsen's own point of view- 
later in this report : 

"How can Nielsen measure radio 
and tv accurately in thousands of 
homes by measuring what goes on in 
just a few homes?" 

"I thought Nielsen didn't approve of 
research diaries. How can he now 
justify their use in the Nielson Station 
Index?" 

"Why are Nielsen's radio figures 
lower and his tv figures higher in some 
markets than those of other existing 
local research services?" 

"Can any research service possibly 

measure all the radio sets dispersed 

around a multi-set home in kitchens, 

workships, bedrooms and even bath- 
os? 
rooms c 

Realizing the novelty of the NSI 
technique. SPONSOR asked Nielsen for 
an opportunity to visit homes in the 
NSI sample to see, at first band, how 
NSI went about measuring the listen- 
ing and viewing to all of the sets in 
a multi-set home. Reason: Most of the 
probings of Nielsen radio-tv research 
methods to date have been in the realm 
of theoretical discussions, rather than 
actual examination of how the tech- 
niques are applied in the field. 

Nielsen officials refused permission, 
stating that it was the research firm's 
policy not to reveal the identity of 
homes in Nielsen samples and that they 
had turned down a similar request 
from the Advertising Research Foun- 
dation. Principally, said Nielsen, a 
visit by outsiders would "tend to cre- 
ate a self-consciousness about the mea- 
surement process that could conceiv- 
ably affect the home's usefulness in the 
NSI sample." 

Discussions of local and national 
radio-tv measurement services — their 
methods and their effects — are a famil- 
iar occurrence in the broadcasting in- 
( Article continues next page) 



A. C. \ ielsen has 
signed 19 station 
and two network 
NSI contracts, but 
many broadcasters, 
reps oppose use of 
new local ratings 



AGENCIES: 

Total of 31 ad 
agencies have signed 
for NSI. Here, Art 
Nielsen shows early 
Recordimeter model 
to Y&R's radio-tv 
research director 
James English 



AUTO RADIO 

NSI reports on 
sets-in-use level 
of auto radio in 
new service, uses 
diaries and "Re- 
cordimeter" (shown on 
steering column) 
to gather radio 
listening data 
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Ju;lrv, SPONSOR has long sought to 
air the-e di»cu-~sion- and has ap- 

roached the problem frequently in 
i ne pa-t. Among the sponsor re- 
rU: "The ratings muddle" (29 ]\o- 
\ ember 1'Jil. p. 31 ' : "How different 
rating -eniees van in the same mar- 
kit" (23 januan 1954, p. 34); 
"What*!? wrong with the rating serv- 
ing" 28 December 1953. p. 34); 
" \rt- hi tter "Nielsen ratings coining? ' 

2(> January 1953. p. 36). 
Underlying most of radio-tv's re- 
seareh problems is one major factor — 



economics. It's agreed in the research 
field that a perfect radio-tv research 
service would he so expensive that the 
industry, as a whole, could not afford 
it. Therefore, each research firm has 
to design and perfect its technique in 
an area circumscribed by the amount 
of money people can conceivably spend 
for the service. 

This basic problem exists for all the 
local-level radio-tv research firms — 
Pulse, Hooper, ARB, Trendex, Video- 
dex. It's also true of the Nielsen Sta- 
tion Index. 



So far, 12 NSI reports — six radio 
and six tv, covering a half-dozen areas 
— have been issued. The broad effects 
of these first reports, as gathered in 
discussions with buyers and sellers of 
air advertising, seem to form this pat- 
tern: 

1. They will be wide in scope. 
Nearly two-thirds of the agencies 
whose radio-tv billings place them in 
the ranks of the Top 20 told sponsor 
they bad bought NSI reports, or were 
soon going to. The list of advertisers, 
(Please turn to page 102) 



W/.mti vetoed SPO!SSOlt request lo visit sample homes: 
m'ONmii; wanted in -ee at first hand how diaries are fdled out, 
uItciIki- all radi"- in homes arc hooked up. But Nielsen re- 



fused on grounds homes might be made "self-conscious." To 
give readers some idea of how JNS1 works, here are. instructions 
from \S1 diary' together with a sample of a fdled-in diary 



HOW TO KEEP AN AUDILOG ~ 



1 FIRST (when you receive this Audilog): turn on reminder switch of each Record i- 
meter® in your home. 

2 METER READINGS: Eoch day, os you do your first listening, record the meter- 
reading. Also, record Time of Reading. 

3 RECORD SET ON, SET OFF 

a) Storting with 6 o.m. eoch doy, ploce an X in the white ON column for each 
quorter-hour the set is on more thon 5 minutes.* 

b) For eoch quarter-hour the set is off, place an X in the blue OFF column.* 

4. RECORD STATIONS- 

a) Write in coll letters of stotions tuned in for more thon 5 minutes. Please do 
this for eoch quorter-hour.* 

b) For TV, please include "—TV" if this is port of station's call-letters. 

c) If FM notion, just write in FM; no coll-letters are needed. 

d) If station can't be identified, write in D.K. (Don't Know). 

e) If you were tuning oround or didn't slay with a station more than 5 minutes, 
please write in MISC. (Miscellaneous). If you like, exploin under "Comments" 
on thot poge. 

5. RECORD WHO LISTENS- 

a) Write in number of persons who poid some ottention to the program for eoch 
quorter-hour the set is on.* Include visitors or neighbors. 

b) These entries should include: 

Men ond Women: over 18 
Teen-Agers: 12 thru 18 
Children: 4 thru 1 1 

(Bottom of eoch poge): Exploin onything unusual about things 
thot hove offected your listening or set usoge— for instoncc: "No one home today" 
-or- fcodio oui of order '-or— "Moved set ta bedroom, home with a cold", etc. 

7. FINAL METER-READING- n „ «^ H , , ... „ , , 

On baturdoy night— otter you vo done your lost 

listening for tho week-write in the Meter Reoding in the spoce ot the bottom of Sotur- 

doy'i pogo, olso Timo of Reoding ond Dato. 

Be sure you hove the correct timo when you make Audilog ontrios. 

*'f the enlrios ore tho SAME for 3 or more successive quarter-hours, jurt wrilo In the 
informol/on in the first ond /osl quortcr-nours, and join them with o verfico/ line. 
THIS IS A TIME-SAVER lor you. 



®- 



Please write in Meter Reading each day 
when your receiver is firjt turned ON. 



-> RECORDIMETER 



Meter Reading 



Time of readingf^ 

( BfM»»t«g 




30 



5 r* 



11:30 
11 43 



11,45 
1200 



0 



\b J~ ^ Comments: 



RECORDIMETER 



Meter Reading 



Time of reoding 



t 



Todoy't do\t^St^t^JS 



* B Nighl 



noon 



On Saturday! only, please write In .Mater 
Reading when yau last turn OFF your re- 
ceiver. Also write in Time of Reading and 
Date. Then turn reminder twitch OFF. 




SEVEN-HOUR EVENT GROSSED $261,880 IN SALES FROM $4,780 AD OUTLAY, DREW 2,500 PEOPLE 



i-niglit jUmtlll 1 sells M cars 

Car dealer scores hy adapting charity "telethon 9 * idea to auto sales 



-night "telethons"' on tv to raise 
money for charitable causes are noth- 
ing new. But what happens when a 
used-car dealer decides to adapt the 
same idea to his business and runs 
an all-night '"autorama" in order to 
sell cars? 

So much happened when Olin's, a 
used-car outlet in Miami, did this re- 
cently on WTVJ, that the event may 
well set a pattern for future automo- 
bile merchandising. Or merchandising 
of other products adaptable to the tech- 
nique. 

The "'autorama." which took place 
11 March, was for the dual purpose of 
celebrating the opening of Olin's new 



car lot and. of course, to sell cars in 
a hotly-competitive auto market. 

The big night was a Friday. The 
entire week preceding, advertising and 
ballyhoo on local radio and tv stations 
and in newspapers invited people to 
come to Olin's Autorama for the "wild- 
est trading ever", for free enter- 
tainment, free refreshments, and the 
possibility of being seen on tv. The 
show was to originate at Olin's lot, and 
Ed Lane, Olin's general manager, was 
to sell cars and make "'deals" with 
customers right in front of the tv cam- 
eras. It was to be telecast from a little 
after midnight on Friday to 7:00 a.m. 
Saturday morning, seven solid hours. 



Here;- what the "autorama"' did: 

• It grossed $261,880 in sales from 
an investment of $4,780. 

• It boosted sales nearly 300' 'c that 
week end over preceding ones. 

• It attracted over 2.500 persons (ac- 
cording to Miami police estimates) to 
the ear lot in the course of the seven- 
hour telecast. Some customers came 
from over 100 miles away. 

• It drew kudos from Mime of Ohn".- 
eonipctitors: new and used-car deal- 
ers in the greater Miami area sent 20 
complimentary telegram.-, several in- 
dicating the\ might develop "auto- 
rainas" of their o\\ n. 

( Article continues next page I 



ED LANE, OLIN'S GENERAL MANAGER. "TRADED WILD" WITH CUSTOMERS BEFORE TV CAMERAS 




]| als Lumlit Olin s some lessons for 
.,. plication to future autoramas. chief 
.tnong w hit h is to give closer atten- 
lon to telephone facilities. They feel 
th t a whole new a\enue of business 
ould ha\e been developed from tele- 
phone leads coming in during the event 
if care had been taken to record the 
nccessan information and follow it up. 

(Mill's is not new on the air. has 
been a consistent advertiser on WTYJ 
since earh 1053, according to that sta- 
tion's promotion manager, Burt Top- 
pan. The client uses mainly sports 
shows, short film drama features and 
local s'mging personalities. 

Kd Lane. Olin's general manager 
since January 1953. personally appears 
in all of Olin's air commercials, uses 
a posilhe. factual hard sell approach, 
lib- basic video commercial consists of 
showing the particular car he is sell- 
ing either live or in a picture. He 
gi\es the "blue book'' I authoritative 
trade source) price for it. writes it on 
a blackboard, then slashes that price 
to Olin's sales figure. Jf the car is a 
late model, he will state that Olin's 
"I00'7 Full Year Guarantee'' goes 
with it (compared with the 30-dav 
warrant) given by many dealers). 

It is Lane who sets all advertising 
policy for Olin's. He operates as close- 
lv as he can to his sales philosophy, 
which runs as follows: 

"The car dealer today cannot afford 
to stick with 'tried-and-trne" sales 
methods. Instead, be must use his in- 
genuity to come up with something 
different. The dealer must interest the 
customer to the point where be will 
leave what he is doing and come in 
and bin." 

\\ itli this philosophy, it is not sur- 
prising that Lane was immediateh in- 
terested when John S. Allen, WTYJ 
v.p. and general sales manager, and 
Marion 1 )a\ is. WTYJ account execu- 
te e. approached him with the idea of 
the "antorama."' The) conceived the 
idea as a result of the exceptional suc- 
crsM's \\T\J has had with its annual 
1 lilted Cerebral Palsy telethon I $308.- 
000 in cash was raised at last Janu- 
ary s event). Allen was convinced that 
this l\pe of television could be equally 
successful for a commercial sponsor. 

Lane regarded this approach, with 
H- spectacular possibilities, as an ideal 
wa\ lo open Olin's new car lot on 
Y W . 30th St.. Miami's automobile 
row. His purpose was not only to sell 
cars but to establish Olin's as the 
I I'lease turn lo page 70 i 
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HOW TO GET ONE-UP 
ON THE ANTI-TV SNOB 

Kansas City agency copy director satirizes 

the kind of shows longhairs want on television 

// you've Veer been jrustrated by the high-brow friend who says he never 
watches television because "there's nothing to icatch on tv," you'll enjoy 
the following observations by< Roy I'armenter, copy director at Carter 
Advertising Agency, Kansas City. Roy's satirical suggestions for tele- 
vision programing to please the anli-lv snob may suggest a few ripostes 
of your own for the next conversation with a man who "never watches tv" 
but doesn't like what he sees. 



here is a fair-sized audience of Hooper-know s-how -many people 
who don't never watch television. Never. Ma) be once in a while, 
if a set is on in a friend's home on Sunday afternoon, they will deign 
to watch Omnibus. Sets are never on in their homes because they 
wouldn't have such a symbol of decadence around. 

These people are known as intellectuals. If you don't start pro- 
graming to them soon, they may never become a market for you. 

So. let's start. Here are a few suggested program titles well cal- 
culated to bring the intellectuals back to television: 

Jackie Sartre Presents 
Life Can Be Ambivalent 
The Kraft-Ebbing Theater 
Make Way for l)a<la 
Life with Father-Surrogate 

That's not all. Are you overlooking the 
Moslem market? Don't. Just program: 

Ftice the Place 

One more. This television program 
idea is an inevitable projection of the 
trend. If yon don't work this one out. 
someone else will. Its called: 

l ave the Disgrace! 

Somehow or other you are lured into a studio audience. Then 
the jolly ni.c. calls your name out. Some of the larger hoys drag 
you kicking and screaming up to the stage. There the most humili- 
ating episodes of your life are acted out by professional actors mid 
actresses, before your appalled eyes. There are no prizes for you. 
Instead, the studio audience is invited to your home and told to 
wander through the rooms, taking and keeping anything that ap- 
peals to them. 

These send me absolutely free. Yes. these send nie absolutely 
free. 1 hope they do you too! * * *" 





m 




PARTING IS SUCH SWEET SORROW, 

or let's keep sediment out of this 




' I 'HE road to a cemetery passed a golf course 
near a tee at which a foursome was waiting 
its turn to drive. A funeral procession came 
by; one old member of the group ro«e, re- 
moved his sun visor, and stood with head 
bowed in devout attention until the hearse was 
out of sight. 

"Mac. vou old coot,"' said one of his opponents, 
"we been play ing golf together for twenty 
years, and that's the first time I ever see you 
show such Icndei feeling. 

Mac teed up and carefully took a stance. "I 
figure it ain't a hit too much. After all, next 



Tuesday would have been our Silver Anni- 
versary." 

* ★ ★ 

Nominations are now open for a waj in which 
that story can be twisted around to point out 
that the Amarillo area is first in the nation, 
again, in retail sales per household. Winner 
pets the original sun visor. 



flCGNC-AM & TV 



Amarillo 




NBC and DuMONT AFFILIATE 



AM: 10,000 watts, 710 kc. TV: Channel 4 • Represented nationally by the Katz Agency 
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Iditt Gilrrun 
Boston 



Martin Tailberg Bob Kimball Piu! Coughlm 
Boston Boston Boston 



Elliot Butler 
Boston 



Bob wfiittemore 
N tisfon 



Jack Rien 
Beverty 



Bob Dineen 
Needham 



Austin Macaulay Parker Hoy George Spooner 
Francoma tewiston fair haven 



Oave Montanan 
Plymouth 



Dan Duffy 
Worcester 



Marvin Richmond 
Worcester 



These 32 men cover a five-state newsbeat for 
WBZ-TV. They're film reporters. They're on 
24-hour call. There's one within thirty minutes 
of anything that can happen anywhere in WBZ- 
TV's range. They feed ten news shows every day 
with fresh, on-the-spot local news film. Their 
documentary, The Story of Hurricanes Carol and 



Alet Ushakofl OonliT.i, j 
Beverly Quit J 

I 

the Radio-! 



Edna, won the top TV award of the Radio 
News Directors' Association last year 

This is the aggressive way WBZ-TV goes A 
the news. It's typical of the spirit that perme; 
New England's first TV station. It's a spirit t 
moves WBZ-TV to be Number One in everytl 
it does. So WBZ-TV shoots the works on 



insrca-L-A.nsrD foir, wbz-tv 






rtoolnef Hams Cohen D,, e Marl.n finest Blackman Charles Hoar Alfred Smiljis Bob Seiman James Carvin Cordon Swan John T.tchen D.ck Hand Dmn> Wh'tmarsh Don Flaherty Boh Bapel>e DonVolknun 
«shuly Sharon Boslon Danvers Boston Boslon Belmonl Drono Milton Claremont Manchester B.ltenca Bead.nj 



pramming. WBZ-TV news gets the big news 
ience. Big audiences on WBZ-TV mean big 
igs for advertisers in America's big sixth 
ket. Tell these big audiences the news about 
- products. Call Herb Masse, WBZ-TV Sales 
lager, at ALgonquin 4-5670, Boston — or your 
? est Free & Peters agent. 




WBZ-TV 



WESTINGHOUSE BROADCASTING COMPANY, INC. 

WBZ-TV » WBZ+WBZA, Boston; KYW • WPTZ, Philadelphia; KDKA • KDKA-TV, Pittsburgh; 
WO WO, Fort Wayne; KEX, Portland; KPIX, San Francisco 
KPIX represented by The Katz Agency, Inc. 
All other VVBC stations represented by Free & Peters, Inc. 
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Chart covers half-hour syndicated film progi. 
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Top 10 shows in 70 or more morfcets 
Period 7-7 February 1955) 

TITLE. SYND1CAT0R. PRODUCER. SHOW TYPE 



I Throe Lives, Ziv (D) 

Cisco Kid. Ziv (W) 

Mr. District Attorttcij, Ziv (A) 



City Detective, MCA, Revue Prod. (D) 



Radtje 714, NBC Film (D) 



••orf te Story. Ziv fOI 



.V II |)f* fulfill, Flamingo, R. Maxwell (K) 



/I mi if Oakley. CBS Film, Flying A (W) 



Liherace, Guild Films (Mu.) 



ftriugp Hitlers, CBS Film, Flying "A" (W) 



Average 
rating 



22.1 



21.1 



21.2 



21. 0 



20. J 



20.4 



/».2 



l».2 



ia.1 



7-STATiON 
MARKETS 


5-STATI0N 
MARKETS 


4-STATI0N MARKETS 


3-STA1 
MARK 


N.Y. L.A. 


Mnpls. S. Fran. 


Seattle- 
Atlanta Boston Chicago Detiolt Ml»kee. Tacoma Wash. 


Bait. 1 


6.3 77.7 

wabc- tv kttv 
lOrOOpro 8:30pm 


25.0 20.2 

kstp-tv kron-tv 
9:30pm 10:30pm 

24.9 20.4 

wceo-tv kron-tv 
4:30pm 6:30pm 


76.4 27.5 73.5 76.2 79.0 74.6 78.7 

wsb-tv wnac-tv wgn-tv wjbk tv wtmj-tv ktnt-tv vrrc-tv 
10:30pm 7:00pm 9:30pm 10:30pm 10;30pm 7 :00pra 10:30pm 


75.9 

wbal-tv 
10:30pm 


14.4 

kttv 
6 :30pm 

75.4 

knst 
10:00pm 


72.2 72.7 20.0 24.2 26.9 76.5 

wasa-tv wnac-tv wbkh wkzy-tv wtmj-tv komo-tv 
7 :00pm 6 :00pm 5:00pm 6:30pm 5:30pm < :00pm 


23.5 

wbal-tv > 
7:00pm 


79.5 

kstp-tv 
7:30pm 


21.3 22.2 73.9 74.0 79.2 22.7 

wsb-tv nnac-tv wbkb wwj.tv wtmj-tv kiner-tv 
7:00pm 10:30pm 9:30pm 10:30pm 10:30pm 9 00pm 


75.7 

wbal-tv 
10:30pm 


9.2 73.2 

wplx knxt 
n :30pm 10:30pm 


73.7 74.5 

weeo-tv kron-tv 
10:15pm 10:00pm 


5.9 22.4 

rklw-tv klng-tv 
7:00pm 8:0Opm 


73.2 j 

wbal-tv 
10:30pm . 


7.6 78.4 

ii %rl iv nil* 

9 :O0pm 7 :30pm 


23.0 28.9 

kstp-tv kplx 
9:30pm 9:00pm 


72.5 76.4 77.9 20.4 7.9 23.8 76.5 

wlw'ft H'nsc-tv w(fH"tv wwj"tv wtvw kin?~t^ wrc*tv 
9:30pm 6:30pm 8:00pm 7:00pm 8:30pm 9:30pm 7:00pm 




27.0 9.7 

wrro-tv kron-tv 
9 :00pm 7 :00pm 


20.9 7.0 77.2 7 7.7 78.7 

waua-tv wjar wnbq wihk-tv klne-tT 
7:00pm 10:00pm 9:30pm 10:30pm S:00pm 




72.7 73.3 

wrca-tv kttv 
6:00pm 7:00pm 


72.5 22.5 

wmln kco-tv 
5:30pm 6:30pm 


20.9 77.5 77.9 24.2 8.7 24.0 20.5 

wsb-tv wnac-tv wbkb wncyz-tv ivtvw klnir-tv wrc-tv 
7:00pm 6:30pm 5:00pm 6:30pm 6:30pm 6:00pm 7:00pm 


24.9 

wbal-tv 

7:00pm 


74.7 76.7 

webs-tv kttv 
5:30pm 7:00pm 


20.5 72.7 

wtcn-tv kgo-tv 
5:00pm 6:30pm 


77.4 22.5 78.4 73.0 24.8 70.5 

whz-tv wbkb wxyz-tv wtvw kihfc-tv wtta: 
6:0Opm 2:00pm 4.30pm 5:00pm 6:00pm 7:00pm 


37.5 1 

whal-tv 

5:30pm 


6.7 5.7 

wplx kcop 
6 :30pm 7:00pm 


74.4 27.7 

weeo-tv kplx 
7:00pm 9:30pm 


7.5 76.7 9.0 6.2 35.8 22.5 7.9 

wlw-a wbz-'tv wjtn-tv wwj-tv wtmj-tv klnu-tv wttlt 
% :00pm 3:00pm 9:30pm 6:30pm 8:00pm 8:30pm 9:00pm 


73.0 

wbal-tv 

7:00pm . 


6.8 

krea 
7:00pm 


28.2 

kpll 
7 :00pm 


28.7 7 7.8 7 7.4 5.2 24.3 

whz-tv tvbbm-tv cKlw-tv wtvw komo-tv 
7:00pm 5:00pm 6:30pm 10 :30nra 7:00pm 


■ 



Top 70 shows in 4 to 9 markets 



Life of Hiley. NBC Film, Tom McKnight (C) 



Stories of the Century, Hollywood Tv (W) 
fiene Autry. CBS Film (W) 

The Whistler. CBS Film, Joel Malone (M| 
Kit Carson, MCA. Revue Prod. (W) 
l'ussf>ort to Manner, ABC Film, Hal Roach (A) 
Secret I'tle, I ,.S. 1.. Off. Films, A. Dreifuss (A| 
'I7i«« fti/roii, NBC Film (D) 
Itoston ttlaeltle, Ziv (M) 

ton-hoy f.'-lff'ri, Flamingo, H. B. Donovan (W) 



19.4 



111,6 



1 7.9 



17.1 



17.0 



1(1,9 



1 



I 1.0 



12.9 



12.2 





72.4 


20.4 


77.9 






75.9 




78.9 


30.8 








kttv 
8:00pm 


kstp-tv 
6:00pm 


kgro-tv 
7:00pm 






wen tv 

9 :00pm 




wcan-tv 
8:00pm 


kintr-tv 
7 :30pm 








74.8 




7.3 


74.5 


75.2 




20.2 




78.4 


8.2 






kttv 

9 : OOp in 




kour-tv 
7 :00pm 


wsh-tv 
11:00pm 


wnac-tv 
6 :00pm 




wxyi-tv 
6:00pm 




kind tv 
9:30pm 


wtop-tv 
7:00pm 






70.8 

knxt 

7 :00pm 








23.2 

wnac-tv 
6 :30pm 


79.6 

wbbm-tv 
5 :30pm 


70.2 

wjbk-tv 
6:00pm 




27.9 

kinc-tv 
U :OI)pr» 








8.5 




25.5 












79.6 








kttv 
9:00pm 




kron-tv 
10:30pm 












kin* tv 

10.00pm 






9.2 


9.0 






74.9 








28.5 






76.9 


RTCa-tV 

6:00pm 


kttv 

5 :30pm 






wlw-a 
£ :00pm 








wtmj tv 
5:0fl|)m 






whal-( 

6:00pi 




7.2 


73.5 


73.7 








8.7 












keop 
8:00pm 


ltoyd-tv 
7 :30pm 


kron -tv 
10:30pni 








WTVZ-tV 

10:00pm 












6.3 


9.2 


2.5 








74.9 












kttv 
8:00pm 


Ntcn-tv 
10:00pm 


kour-tv 
9:30pm 








wwjtv 
10:30pm 












9.4 


5.2 










6.5 




74.7 


72.0 


6.S 




knxt 
10:30pm 


1«'V<I -tv 
7 :00pm 










rklw-tv 
9:30pm 




kinir tv 

9 :00mn 


wlnp-tv 
10:30pm 


waani 
I0:30r 




6.4 




6.9 




23.7 


72.0 


74.2 


7 7.2 










kltv 
8 :30pm 




klto-tv 
6 :30pm 




wnac- tv 
10:30pm 


wen -tv 
9 :30pm 


rklw-tv 
7 :00pm 


wean ■ tv 
0:00pm 








7.9 

wor tv 
7 OOptrs 












77.3 

wiyz-tv 
5:30pm 




7.7 

ktvw 
5 :00pm 


70.4 

wmal-tv 

6 :00pm 





« f pp irrnholi (A) a'lrrnturn : (C.) romclj': (T» drama: (K) kldi! (M) myitery; (Mu) 
n <l a , <\V) Wcttxrn. Kllmi IliU-d aro tynillrated, half hour leneth, tclera»l In four or moro 
l>c < TIi« ar.raei- r«Hr.c li an unnclchlM trcracc of Individual m»tkct ratlntu llitod above. 
I! *• k is • Mcatei fl i i ,i lit a ..<i m thli market 1-7 February While netKOrk ihowi are 



fnlrly ntable from one month to another In the markets In which tboy am ahom, this I 
much loser extent with syndicated shows. This should be borne In mind when amalsii 
trend* from one month to another tn this chart. Mtcfers to last month's chart. If 'JgL 
«ai not rated at all in last chart or waa in other than top 10. Claisiflcation u ^ 




'ally made for tv 




^STATION MARKETS 


2-STAT10N MARKETS 


Clove. Columbus Pnlla. ©t. l. 


BIrm. Charlotte Dayton New. Or. 


20.7 79.2 73.2 27.3 

wxel wbns-tv wcau-tv kds-tv 
D :30pm 9 :30pm 7 :00p:n 10:00pm 


23.5 54.3 25.3 46.0 

wabt wbtv whlo-tv wdsu-tv 
9:30pm 9:30pm 9:00pm 9:30pm 


72.9 23.7 

wlw-c ksd-tv 
6:00pm 5 00pm 


33.8 33.3 

wbtv wdsu-tv 
11:00am 5:30pm 


27.2 74.9 72.0 27.2 

wews wlw-c wptz ksd-tv 
i:00pm 10:30pm 10:30pm 10:00pm 


22.0 56.5 79.5 29.5 

wbrc wbtv whv-d wdsu-tv 
ft :30pm S:(l0pm 10:30pm 10:30pm 


4.7 26.2 

wfll-U ksd-tv 
7:00pra 9.45pm 


76.3 56.3 43.8 

wabt wbtv whv-d 
9:30pm 8:00pm 7:00pm 


23.2 22.9 79.5 27.0 

wnbk wlw-c wcau-tv ksd-tv 
:00pm 7:00pm 7:00pm 9 30pm 


29.0 46.8 20.0 

wbrc-tv wbtv wdsu-tv 
9:30pm 10:00pm 10:00pm 


79.2 6.9 

wbns-tv wptz 
10:00pm 11 :00pra 


55.8 52.8 

wbtv wdsu-tv 
9:30pm 9:30pm 


b.7 22.2 27.0 79.9 

vnbk wbns-tv ueau-tv ksd-tv 
:00pm 6 :00pm 7 :00pm 6 :00pm 


34.3 75.8 37.5 

wbtv wlw-d wdsu-tv 
5:30pm 6 :00pm 5:00pm 


25.5 76.0 76.7 

wnbk wtvn ksd-tv 
:30pm 6:30pm 12:30pm 


32.8 23.5 

wbtv wdsu-tv 
2:00pm 12:0On 


25.2 24.0 7 7.7 20.9 

wcws wbns-tv wptz ksd-tv 
:00pm 7.00pm 11:00pm 10:00pm 


26.0 29.Q 52.3 

wabt whlo-tv wdsu-tv 
9:00pm 7:30pm 9:30pm 


!7.5 78.2 

wews ksd-tv 
:00pm 11:30am 


37.8 76.3 

wbtv wlw-d 
5:30pm 6:00pm 








30.4 

ksd-tv 
9:30pm 


44.8 

wdsu-tv 
5:30pm 




75.8 

whlo-tv 
7:00pm 


4.5 

vnbk 
:00pm 


76.3 

wdsu-tv 
11 :30pm 




23.5 

wlw-d 
6:00pm 


72.9 

k«k-tv 
10:30pm 


47.8 

wdsu-tv 
5:0Opm 




24.5 

whlo-tv 
10:30pm 


29.5 7 7.0 78.7 

wbns-tv wptz kwk-tv 
9:30pm 10:30pm 10:00pm 


47.3 

wdsu-tv 
10:00pm 


76.0 

wcau-tv 
7:00pm 






35.5 

wdsu-tv 
5:30pm 



In market Is Pulse's own. Pulse determine* number by measur- 
•tatloiu are actually received by homes In the metropolitan 
liven market even though nation Itself may be outside metro- 
|* " maiket. M arc h chart uill appear in next issue 
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DESERET 
(Utah's original 
name) referred to 
the industrious honeybee. 
Now, more than ever, Utah 
typifies the industrial boom 
so evident in Westward America. 
More than $30,000,000 per year 
is now being spent for new or 
expanded manufacturing plants in 
the Beehive state* . , . and this means 
more people with more money 
to buy your products! 
Get more information on the valuable 
Mountain West market and how 
KSL-TV serves it from 
^ CBS-TV SPOT SALES. 

/n£^(^^ Sail Liiki-Cit\ ChamlMTiil ( .mm. 



KSL-TV 

SALT LAKE CITY 




A f 





WW////-* 




the 
big 
look 





i s 
to 



kbis 



bakersfield 
California 



970 



DOMINATING CALIFORNIA'S 
SOUTHERN SAN IOAQUIN VALLEY 
WITH POPULAR MUSIC AND NEWS 
24 HOURS A DAY' 



representatives: 

SAN FRANCISCO DAREN McCAVREN 

NEW YORK 
CHICACO 
ST LOUIS 
LOS ANCELES 




*Vc»ic developments on STOISSOH stories 

Sec: '"Farm radio and tv result*"' 

Is.SIIC: I NimuuWr 1951. page 51 

Slll>ject: Effcclncucv* of farm radio 



Farm radio"? influence on the farmer is shown by request* for 
booklets given out via the air by Cornell University. 

For over seven years Cornell University has provided syndicated 
material for radio stations to use on their farm programs. From 
time to time free farm bulletins are offered as part of the service. 

The listeners send their requests for the bulletins to the stations, 
which relay them to Cornell. In 1954. almost 78.000 such requests 
were made, and a random survey of the people asking for the mate- 
rial showed they would never have heard of the bulletins if they had 
not been broadcast. 

The figure of 78.000 is considered especially high since the num- 
ber of times the free bulletins wen.; mentioned was cut from an 
average of 12 per week in previous years to six or seven a week in 
1951. The chart below shows the number of requests per year as 
a result of the radio broadcasting. 



1947 
1948 
1949 
1950 
1951 
1952 
1953 
1951 




See: 
Issue: 



65,000 

65,000 
47,000 
85,400 
64,980 
42,320 
65,624 
77,921 

Sponsor Speak*. 

21 March 1955. page 120 



ADAM YOUNC JR. 



Subject: Aii.»weriug Chicago Tribune*.* bin* 
again*! I\ 



A tv station has prepared a series of facts and figures designed 
to prove that dollar for dollar tv advertising is more productive 
than newspapers. WCCO-TV filled a 19-page booklet with a statis- 
tical comparison between its impact on the Minueapolis-St. Paul 
area and the impact of newspapers serving the same communities, 
The report is entitled "Sight plus Sound plus Motion equals Ad- 
vertising Action, and it cites these points of comparison between 
the two media in the area: 

1. Circulation of major newspapers in both Minneapolis and St. 
Paul is failing to keep pace with steadily increasing population?. 

2. Newspaper advertising rates have risen steadily in both the 
Twin Cities. ''Forced combinations" exist in both Minneapolis and 
St. Paul. I i.e. an advertiser must buy both morning and evening 
new spapers ) . 

3. In the Minneap<>lis-St. Paul metropolitan area, composed of 
the two large cities and their suburbs, an advertiser must hn\ both 
major newspapers to achie\e adequate market coverage. Minneapolis 
and St. Paul newspapers together achieve less co\erage than the tv 
ownership figure b\ about 8.000 families. 

Taking an arbitrary figure of $555 which would bin one 1. 500- 
line ad in the area's largest circulation newspaper, the booklet 
shows that an advertiser could use 14 announcement* a week on 
WCCO-TV for the same price. The booklet shows a cost-per-im- 
pression of 78c on WCCO-TV vs. $T18-por-impression for the 
newspapci. * * * 



SPONSOR 




Iowa's soil produces more wealth each year than all of the gold mines in the 
world. With this production comes responsibility, shared here by a great land 
grant College and its communications service., 

WOI-TV . . . now serving more than half of Iowa's area and population . # 
famous for farm programs.. 




EilGION 



KITCHEN SLICER f 

1 : J 



^ s-m ; Ih, ( hii t lu > of Christ AGENCY: Direct 

( \ I'M I I i IIM'ORY: The Churches of Christ pre- 
/ / a <t-> uisinn panel. The Living Word, on Sunday 
i , i i . ,") p.m. I our area ministers discuss religious 
an Jar i/uestions. It was casually mentioned one 

, that the following week marked the anniversary 
<>l one \ear on l\ 7)4 \ -77 . More than 100 cards and 
letters of congratulations came in that week, and many 
more the next week: Each- program costs $91. 



\\ U \\ \ \ , Danville. III. 



PROGRAM: The living World 



BREAD 



SPONSOR: Harvest Bread 



AGENCY: lloag & Provandie 
Adv., Boston 



CAPSI LK CASK HISTORY: The Harvest Bread Co. 

sponsors the Rooky Jones, Space Ranger film show on 
Tuesday at 6 p.m. ( Sytulicator is V'TP.) One 45-second 
announcement at the end of the program told kids they 
could get Space Ranger buttons simply by asking the 
Harvest Bread delivery man. Within four days 50.000 
kids had asked for buttons. The agency writes: "And 
you know what il\s doing to Harvest Bread sales? 'They're 
up and still going up. . ."' 



\\J \H-TY, Prmidrnre. R. 1. 



PROGRAM: Rooky Jones, 
Spare Ranger show 



MOVING AND STORAGE 



SPOWJR: Lvon \ an & Morale 



AGENCY: Smalley, Levitt 
& Smith. L.A. 



C\PS[ |,K C\SE HISTOID: The agency was dubious 
about reaching people on television, between 7 and 9 a.m. 
However, during their first two months of advertising on 
Panorama l'a< ifie the Lyon Van Storage. Co. received 
500 requests to an offer per icee.k. The agency writes: 
"// V are rn riving inquiries at a higher rate than we 
lime ci er recoil crl from any other program or any other 
m' dm." I hey use three one-uiinutc participation an- 
n<>nnremeni\ til a cost, of P>33U an announcement . 

KWT. II. .11 \woinl PHOORVM: Panorama Parific 




SPONSOR: Kitchen Magic 
of Canada 



AGENCY': EaMern-Siegel, 
Atlanta, Ga. 



CAPSULE CASK HISTORY: The Kitchen Magic Co. of 
Canada ran a \0-uiinute film in late afternoon demon- 
strating their kitchen slicer. The slicer is priced at $2.35, 
but three other kitchen utensils were included in the offer 
as a gift. In three days 500 orders were received, repre- 
senting $1,175 in sales. The sponsor s cost for the whole 
pitch was $72 plus the cost of the artwork and translation 
from English into French. 



CFCM-TY. Quebec 



PROGRAM: Filmed commercial 



ELECTRIC TOASTERS 



SPONSOR: Firestone Store? AGENCY: Direct 

CA PSl LE CASE H I STORY : Firestone Stores plugged an 
electric toaster on KXEF-Tf's Talk of the Town. The 
program is on. from 5-5:15 and Firestone Stores use 
one announcement three times a week. 'The morning fol- 
lowing the plug for the toasters, the 36 toasters in stock 
were sold. The sponsors cost per mouth is $75. 



KXLF-TY, Butte. Montana 



PROGRAM: Talk of the Town, 
announcements 




SPONSOR: Davey Jones Auto Sales 



AGENCY: King Adv. 
Oakland, Calif. 



CAPSULE CASE HISTORY: To publicize his first, an- 
nual Auto Show in El Cerrito, California, Davey Jones 
used three announcements on Movies at 11 on Thursday, 
Friday and Saturday. The announcements consisted of 
a live announcer at the beginning and end of a film shew- 
ing new ears. Davey Jones reported 40,000 customers in 
three days and the sale of 60 1955 cars. People came 
from as jar as Sacramento, 80 miles away. The cam- 
paign cost $420. 



KPI.X, San Francisco 



PROGRAM: Movies at 11, 
participations 



MAGIC DESIGNER 



SPONSOR: Johney's Hobby llon-e \GKNCY : Cox, Chaiullre 

& Jackson, Charlotte 

CAPSl LE CASE HISTORY: The Magic Designer people 
had been told that their product would not sell well in 
the South. The Magic Designer is a mechanical toy that 
makes designs with the use of crayons and paper. None- 
theless, during the Christmas season Johney's Hobby 
House featured them. After two announcements on WBTV 
and no other advertising, 3,380 Magic Designers, at $2.98 
each, were sold. The campaign cost $360. 



WBTV, Charlotte. N. C. 



PROGRAM : Announcements 



New Business Getter 



the RCA TV Switcher TS-5A 



adds fades, lap-dissolves, 
super-positions to spice up 



your 



Is 




A MUST FOR YOUR TC-4AI 



RCA's new TS-5A Video Switcher will give 
increased flexibility to your programming. 
If yours is a "Basic Buy" switching layout, 
where video control functions are centered 
around the TC-4A Audio/Video Switching 
Console, the TS-5A will supplement your 
present equipment, greatly enhance the versa- 
tility of your station, give new spontaneity to 
your commercials. 



5 EXTRA INPUTS PLUS "REHEARSAL' 



The RCA TS-5A Video Switcher is a flexible two-unit 
equipment designed to mount in a single standard console 
housing. The push-button and fader panel may be located 
as illustrated or in the upper face of the console. The 
TS-5A is designed for color use as well as for monochrome. 

You are invited to ask your RCA Broadcast Sales Repre- 
sentative concerning the application of the TS-5A to your 
specific requirements, or write Dept. R-264, RCA Engi- 
neering Products Division, Camden, N. J. 



FOR YOUR TS-10AI 



If your station already includes the TS-10A 
Studio Switcher and you need to provide for 
more inputs and rehearsal facilities — the TS-5A 
Switcher is the ideal answer. A typical arrange- 
ment of these two equipments will provide for 
independent studio rehearsal plus 5 extra inputs. 



HANDY AS AN INDEPENDENT SWITCHER I 



The TS-5A also may be used for independent 
switching systems where maximum progrim 
flexibility and economy are desired. The TS-5A 
can be conveniently mounted in a standard 
console housing adjacent to other console con- 
trol units. 




RCA Pioneered and Developed Compatible Color Television 

RADIO CORPORATION of AMERICA 



ENGINEERING PRODUCTS DIVISION 



CAMDEN, N.J, 



LOOKING FOR ACTION? 




SIGN UP WITH "MR. ACTION l 



"DOUGLAS 



JK 




PRESENTS" 



The hottest new TV film show you 
Can buy! There are 78 films, all told, with 
Fairbanks himself as your host- 
producer for every show . . . and star of one out 
of every four. And does he do things for 
sales? J ust ask his satisfied sponsors . . . 

they're not hard to find! 



OTHER TOP TV 
FROM ABC FILM 
SYNDICATION, INC. 



RACKET SQUAD 
PASSPORT TO DANGER 
THE PLAYHOUSE 
KIERAN'S KALEIDOSCOPE 



ABC FILM SYNDICATION, INC. 



i\ew: 



'MS ELF ! 

YOU'LL GET 
ACTION ON THE 
TV SCREEN . 
ACTION IN 
YOUR 

SALES ! ^ , s 



7 West 66th Street 
New York, N. Y. 
SUsquehanna 7- 
5000 
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RHEINGOLD SPONSORS 
FAIRBANKS 
3rd YEAR IN ROW 

A i -AiinrlS like a 



\1 



^1 



f 





CHICAGO 
ANdover 3- 
0800 



ATLANTA 
ATwood 
3885 



HOLLYWOOD 
HOllywood 2- 
3141 



DALLAS 
RAndolph 
6302 





JOHN 
MURPHY 
Time Buyer 
Kudner Agency, 




i 



"Nothing pleases us 
more than to have a 
client tell us his prod- 
uct is doing well in a 
particular market. I 
have found product 
sales satisfaction each 
time I have used 
WNHC-TV in the South- 
ern New England area. 
There's no guesswork 
. . . the sales results 
prove it." 



Compare these facts! 




15 County Service 
Population 3,564,150* 
Households 1,043,795* 
TV Homes 934,448** 

Sources 

* 55 SRDS Coniumei Markets 
(Pre Final) 
"CBSNIEISON 1953 - updated 
with RETMA Set Sales January 
1, 1955 

See Your KATZ Man 

Serving Hartford & New Haven areas 





agency profile 



Peter A. Krug 

Director of Radio-Tv 
Calkins & Holden, New York 



"Afhes to a?he?, dust to dust, if the low ratings don't kill us, die 
high cost-per-1.000 must!" This, says Calkins & 11 olden 's Peter 
Krug kiddinglr. is a poetically stated advertiser's lament that 
could easily he remedied b\ fixed network tv cost-per-1.000 lor 
at least on April Fool's Day). 

Krug spends this one day of the year genlh spoofing the media 
that feed him (and Mrs. Krug and daughter and son), the remainder 
of the }ear working out new ways to profitable cniplo\ radio and 
tv for the benefit of Calkins & Holden clients. Some 40% of the 
agency's Si I million hillings were in air media in 1954. 

"Take nighttime network radio." says Krug. "Now we feel that 
it can he a fine buy for die right client when used the right way. 
Prudential Insurance Co., for example, is sponsoring five 15-niinule 
segments weekl) of Fibber Magec and Molly o\er NBC Kadio, Sun- 
days through Thursday nights. We feel the show provides a highly 
merchandisahle vehicle, delivers a good audience, and is a good buv 
a> a result of the cumulative effect of daily impact." 

Krug went on to mention some of radio's answers today to tele- 
vision: (1) saturation techniques; (2) greater flexibility in station 
lineups: (3) more research about radios audience composition, 
which may revise network radio programing structures, since net- 
work radio s audience tends to be among older people. 

"At the moment we're making an intensive stud\ of \arious tv 
commercial approaches in order to de\elop a new format for com- 
mercials," King told SPONSOR. 

Always interested in new techniques, Krug has been using a de- 
vice ealled Cellomntic in the commercials for Prudential's You, Are 
There, CHS TV, Sunday? 6:30-7:00 p.m. This machine makes it 
possible to use opticals on live television. Now Krug is trying out 
souk; more emotional-appeal commercials, including films of chil- 
dren and animals. 

"With kids and animals, you pretl) well have to use film," he 
explained, "because too much can go wrong in live action." 

\n elect i onics bug in his spare time, Krug built a home ino\ ie 
tlieatei in his \Ia\wood, V J., home.- uses it to test new pilot 
films "at the grass roots le\el." upon fanwb and neighbors. "They're 
far less jaded than 1." says he. * * * 

SPONSOR 



SPONSORS WARM TO AP 
Because . . . it's better 
and it's better known. 



'Tornado 
tore through . . . 

I'll call back with the details. 



Case History No. 7 

It was a pleasant Sunday. Dan 
O'Meara, News Editor at WIOU, 
Kokomo, Ind., looked forward to a 
restful, lazy afternoon as he stood in 
line to buy a ticket to a movie. 

A police car pulled up to the curb. 
The officer, whom O'Meara knew, 
waved him over to the car window. 

"Listen to this report from Ander- 
son," the driver said. 

"Dan," the.driver said, "just got a 
report a tornado is ripping through 
Anderson. Already some injuries re- 
ported and ten blocks of houses 
damaged. It's fifty miles away, you 
know, but we're going over to give 
'em a hand." 

O'Meara didn't go to the movie 
after all. He jumped into the squad 
car. He notified WIOU to set up its 
telephone tape recording equipment 
and called The Associated Press at 
Indianapolis. 

"Tornado tore through," he told 
The AP, "I'll call back with the de- 
tails," 

Soon O'Meara was in Anderson 
and the first of his reports started 
over the wire and on the air. For 13 
hours, he covered the disaster from 
every angle. 

There was the minister who was 
seriously injured when a storm- 
tossed truck pinned him against the 
church wall... the devastated neigh- 
borhood where 40 homes stood roof- 
less . . . the story of the wide-eyed 
boy who. said his first hint of the 




tornado was the sight of a dog flying 
30 feet in the air. 

Late the next morning, O'Meara 
headed for home — and bed. 

"It was a break to be there," he 
said, " to give that kind of direct 
coverage not only toWIOU's listeners, 
but to the rest of the gang in Indiana 



who keep us posted, through AP, 
whenever anything happens." 

Dnn O'Meara is one of the 
tunny thousands of active 
newsmen wlio make Tlie 



AP better 
known. 



and belter 



If your station is not yet using 
Associated Press service, your AP 
Field Representative can give you 
complete information. Or write — 



I 



John Carl Jeffrey, Vice President & General Manager. Radio Station WIOU. 

Those who know famous brands.. .know the most famous name in news is IP 
18 APRIL 1955 




57 




(i forum ou questions of current interest 
lo oir (i«li*<*i*li*t*rs ourf l/ieir ofjencies 



tV/i<tf r«n be done to speed up production ttntl 

nmrkethta of eotor tv sets 




FULL INDUSTRY SUPPORT A MUST 

/f v Dm ill J. Hopkins 

Director of Sales 
CKS-iUilumbiu. Seir ) or/; 




I) 



mill' 



Ins init- 



ial phase of col- 
or television re- 
cci\ er production 
and distribution, 
il is most impor- 
tant that ihe in- 
dustry on all lev- 
els - nnumfae- 
lurer, distributor 
and retailer -give> its full support to 
color tv production and sales. 

Thi> stage of tlie color sales c\clc 
breaks clown into two categories. Kirs' I. 
securing die widest possible exposure 
of color receivers: this is to establish 
in the minds of consumers the fad dial 
[oda\ s color programing and color 
reception represents a great step for- 
ward and b destined to plav a \ ital 
role in the field of home entertain- 
ment. .Second, realizing to the fullest 
the color sales potential represented b\ 
I lie higher income groups capable of 
pa\in» today's list price for a big 
MTeon color receiver. 

In order to obtain ma*.* exposure, 
the industry must have the support 
of the 30.0(10 television retailers across 
the country. \ few of these stores 
ha\e already realized thai effective col- 
or demonsti ations ha\e created in- 
< leased consumer traffic and greater 
customer confidence. 'Ihe \inerieau 
consumer toda\ is \ilall\ interested in 
color and the retailer, in order to sal- 
bfv this consumer, mnsl be able lo 
demonstrate color and authoritatively 
an-vver his (pie- lions. 'I he dealer who 
aggressively merchandises color dis- 
I'lrtcrs thai lib black and white sale- 
are stimulated, loo. 

further exposure < an be secured b\ 



installing color receivers in bars, 
taverns, theatre lobbies and (dubs. This 
t\pe of installation coupled with the 
sale and installation of sets in ihe 
homes of community leaders and opin- 
ion builders will go a long way toward 
stimulating actual sales to higher in- 
come groups that can afford to buy a 
color television set today. 

Despite the limited distribution of 
color television sets, networks and 
sponsors alike have extended them- 
selves to make the finest entertain- 
ment available in color. During the 
first phase of color merchandising, the 
manufacturer and the sales facilities 
available to him have the responsibil- 
ity of securing the strategic distribu- 
tion of color sets on a national basis. 
Having accomplished this, tin 1 net - 
works and their clients will be en- 
couraged to expand their schedule of 
color programing. 

This combination id increased dis- 
tribution of sets and a wider selec- 
tion of color programs w ill do much to 
break the color log jam and enable the 
industry lo undertake a program of 
color sales lo the 35.000.000 owners of 
black and white receivers. 

COLOR TV NEEDS DETONATOR 

Hy l\i>ss I). Siragnsa 

I'rethietti 
Admiral Corp.. ('Iiirago 

What color tele- 
vision needs lo 
get il off the 
ground and into 
large scale pro- 
duction is a deto- 
nator similar lo 
Hie device thai 
activates the II- 
bomb. In onr 
opinion, the detonator or activator for 
the color television industry will be 




continuilv of network color program- 
ing. 

Current color programs are sporadic 
— at the most only one or possibly 
two major programs every week or 10 
days. A regular diet of daily top 
quality color programs will serve to 
whet tin- public's appetite for viewing 
I hem on their own color tv receivers. 

The combination of frequency of 
color programs and increased desire 



Can tint tv be pushed? 

W ays to /fire color tv more 
of a push into the public's aims 
are outlined here by several 
prominent set-makers. The 
views here as well as reeent 
public statements by other man- 
ufacturers reflect the peneral 
opinion that volume production 
of color tv sets should not be 
expected for a year or more. 

RCA President Frank .1/. Fol- 
som recently predicted that col- 
or tv's sales development will he 
very gradual, "one of evolution, 
not revolution" ; color Iv, he 
opines, irill probably grow at 
about the same rate that two-set 
homes are corning into being. 

Eugene F. McDonald Jr.. Ze- 
nith president, saw blach-and- 
white sets as the backbone of 
the industry in the foreseeable 
future: Motorola president Paul 
I . Calvin reported his firm ex- 
pects no measurable increase in 
color tv production until late 
1056 or early 1057. 

Here. CHS-Colnmbia, Ceneral 
Electric and Admiral spokes- 
men air their views on color 
"speed-up. ' 
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of the public to buy color receivers 
should enable manufacturers to get in- 
to regular production. By increasing 
color receiver output, the industry will 
be able to reduce costs and pass along 
savings to the public. 

We believe that the industry will 
enter the first phase of mass produc- 
tion of color receivers in the second 
half of this year. By 1956 and 1957. 
color sales should reach major pro- 
portions. 

UP COLORCASTS, MAKE $500 SET 
% Dr. W. It. G. linker 

Vice I'residrnt and General Manager 
General Weenie Electronic* Dir. 
Syracuse. .V. Y. 

The simplest an- 
swer is, "Provid- 
ing a product the 
public is willing 
to b u y." B n t 
there are three 
phases to that an- 
swer. 

To the custo- 
mer, the "prod- 
uct" is not only the television receiver, 
but the broadcasts available for recep- 
tion. There must be a substantial in- 
crease in color broadcasts during 
prime listening periods. 

Secondlv. color receivers must be 
available at a price the consumer is 
willing to pay. There must be made 
available in quantity a color picture 
tube which would permit marketing of 
a color receiver at a suggested list of 
about $500. This set should have a 
21-inch rectangular picture tube and a 
cabinet comparable in size, or slightly 
larger, than today's 21-inch mono- 
chrome sets. Although considerable 
progress has been made in this direc- 
tion, the goal has not yet been reached. 

And finally, assuming that the tube 
and the cabinet size problems are 
solved, sales of color television sets 
will depend upon convincing the con- 
sumer of the superiority of color over 
monochrome to the extent he is will- 
ing to pay a premium made neces- 
sary by the added complexity of the 
color receiver — for bis color set. This 




calls for aggressive 



marketing tech- 



niques and exposure of the consumer 
to color through demonstrations and 
installations. 

I have complete faith that these 
problems will be solved and color tele- 
vision will beocme in time the primary 
home entertainment medium. * * * 





jt 




THE AUTOMOBILE INDUSTRY 

is wild about 




It's not her personal appeal — chic 
chick that she is — it's her modern 
taste in transportation that endears Sioux 
City Sue to auto builders and their 
dealers. You see, this fashionable gal 
spends upwards of StOO million 
a year on rakish runabouts. 

Another swain with soft eyes for Sue is 
the fellow at the service station. She 
tosses a cool S55 million in 
his till each year.* 

A big reason for her generosity is 
KVTV. Sue watches Channel 9 
faithfully and more often than not 
spends accordingly. If you want to 
join the other smart advertisers 
on her date list, see your 
Katz representative. 

* Soles Management'! 
"Survey of Buying Power" 



CBS ABC DUMONT 




Sioux City, Iowa 
Serving Iowa's 2nd largest market 

A Cowlcs Station. Under the same man- 
agement as WNAX-S70 Yankton, South 
Dakota - in the land where rad.o reigns. 
Don D. Sullivan, Advertising Director 
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BATON ROUGE ' < 

WATCH YOUR SALES 





in the 
SOUTH'S 



fastest fwrnnq 

market/ 



the 
FIGURE? 



and 
FACTS 



POPULATION 

1940 88,415 

15).")3 197,000 

RETAIL SALES 
1940 . . $ 20,251,000 
1953 . . $184,356,000* 



RANKS 92nd IN FFFFC- 
TIVF BUYING INCOME 

HIGHFST PFR CAPITA 
INCOMF IN LOUISI- 
ANA 

WORLD'S MOST COM 
PI.FTF OIL CENTHR 

C HI' MICA I. CI.NTFR OF THF SOUTH 

DFFP WATER PORT 

^ To sec your sales reach their 

greatest heights in this rich 
petrochemical market, select 
WAFB-TV, the only TV sta 
ti'on in Baton Rouge, with 
programs from all A networks, 
and our own highj) -rated 
local shows 

Tom E. Cibbens 
Vice Pres. & Gen. Mgr. 

Adam J. Young, Jr., Inc. 
National Representative 



'Eitil Baton Rouge Parish, Surt ey 
of Buying Power, 1$)4 




i Continued from page 10) 
specific show they represent are as apparent as ihey are 



overw Helming. 



Trend Number Two: TVs discovery of children. Some 
week.- ago I made a few remarks about how powerful are 
the tiny band- of lot- during the early evening hour-. The 
channel to wbieh they twist the Iv dial (until about 8:00 
p.m.) stays on whether mom or dad like it or not. (Why I 
should tell you tin'-, I don't know, since il is as apparent 
in your borne a- it is in mine.) 

However, in tv we become aware of the mores of people 
very slowly. ABC got the drift and the edge by putting 
"Disneyland" in at 7 :'M) (EST). Its composition of audi- 
ence, like that of The Lone Ranger and Rin Tin Tin, is 
family — kids plus adults. Lots of viewers per set. Good 
climate for advertising. 

CBS saw the trend developing and decided to hurry it 
along. So its (dearing on I its hve-day-a-week 15-niiniite pro- 
grams ol news and music between 7:30 and 8:00 and going 
family-type with kid-appealing programs. 'I his means five 
new shows therein (mile— -oine come from other spots). 

NBC will have to do something similar -ooncr or later. 

Sunday night the pattern is even move pronounced. The 
kiddies swing the family from Roy Rogers on NBC to Lassie 
on CBS where they slay right through Private Secretary and 
Va\ Sullivan (until they are forced to go to bed). 

This trend, having developed from an analysis of the me- 
dium this past year, i- also being intensified in the pilots 
being shown around town. Family shows are in the works 
willi most producers, network as well a- independent. 

As a corollary, animal epics will abound. More dogs for 
sure. Horse.- will come into their own (I know ol three). And 
for all I know, someone right now may be trying to pel ibe 
rights to Tennessee William's Cat on a Hot Tin Roof. * * * 



letters to Kofi Foreman are weleomed 

Do )ou always agree with the opinions Hob Foreman ex- 
presses in "Agency Ad Libs?" Boh and lite editors of seONSOK 
it nuld l.e happy to receive and print comments from readers. 
Address Hob Foreman, c/o seoNSoU. 40 E. 19 St. 
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T. i story board 

A column sponsored by one of the leading film producers in television 

S A It It A 



NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 





Take a sparkling jingle houi the Fit/gcrald Achei using Vgencs on the theme of "L ife 
Cets Brightei! . . . brighter! . . . with Jax beer." Add to it the Creative and I'ro- 
iluttion Departments of SARRA, pins the wondeiful choicographs and dancing ol 
Rod Alexander and Hnutbi Linn, and you have a seiies of commercials which will 
delight audiences even when' and make new friends for the Jackson Hi ewing Company. 

SARRA, Int. 

New York: 200 East 56th Street 
Chicago: lf> East Ontario Street 



"I he same originality that has made the Dorothy Jarnat Stopette eomniei e ials so 
famous is used in "Millie's Millions." In this new commercial all ol Slope-tie's modem 
selling points are emphasized in an old movie type "Dravma" ol love ;;ud success. 
Produced by SARRA for Jules Vioiuenicr, Inc. through I.ailc I.uclgin & Compam. 

SARRA, Inc. 

New York: 200 East 5Gth Street 
Chicago: IG East Ontario Street 





Minor, minoi tells all in these new commercials lor St. Joseph Aspirin. I he icllection 
quickly spells out the thoughts of the viewci and demonstrates the rapid ellcc liveness 
of the product. Interesting photographic techniques, combined with good product 
identification make these one-minute and 20-scconcI spoLs pleasant and impressive. 
Created for Plough. Inc. by S \RR A through I ,ake Spiio Shurnian, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 



Chicago: 



16 East Ontario Street 



rial Prod u 5!iL— 




For the second straight v ear in a mw. S \RR.\ has won Inst place in Mil Hil l 
HOARD IV Film Sen tie Uvarch, for IV commercial producer doing the highest 
quality work. 

What is SARRA quality? It is a coopci ative ellort of a large group ol clients to whom 
bests are more important than bids, and SVRRVs Cieati\e and Production stalls 
a permanent gioup whose only wotk is visual achertising. 

To insure the best reproduction ol this coopci ati\ c ellort. SVRR \\ own lahoi.non 
custom prints each spot. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: If) East Ontario Street 
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of the day and night— Nielsen s no>v 
rts to CBS Radio show that motorist 
radio audience. And to the advertiser 
you tell your story to the 75 million 
get the 26 million sets in cak 



idio listeners every hour 

mating the audience in cars! His first 

Id as much as 33 per cent to the 

ese listeners come absolutely free. When 

dios people have at home, you 




SI initial report shows that 
ute. On the average, people 
urdays and Sundays, 19%. 
ekend, 16%. Moreover, CHS I 



even in mid-winter, radio talks to as many as two million cars 
driving during the day add 1-1% to the weekday radio audience, and 
'eople driving at night add 14% during the week, and on 
io's recent studies on the Jersey T urnpike indicate that seven motorists 



tuned in to a program know f If 'the sponsor and can "play back" substantial parts of his commercial. 




Prize donors help prumttte C 

The Feather 1 our Seat show on 
"SBC T\ ;i 11 1 1 i c | j i < - method for keep- 
ing itself supplied with costly prizes 
for < onleslants w hile also promoting 
the show for its sponsor. Cnlgate-Pahn- 
olive (.'o. I he William K.-ty agency 
last vear formed a group called "The 
Vinerieaii Home Beautifying Institute" 





Prizes are displayed daily in a complete room 



o'ijate-X'almolive quiz shine 

to coordinate the efforts of prize do- 
nors in promoting the show. The in- 
stitute encourages the donor* ill to 
buy adjacencies before and after the 
show on their own local stations and 
(2 1 lo build store-wide promotions 
featuring prizes highlighted on show. 

A single room of a house is shown 
each dav with donors* prizes men- 
tioned by the female m.e. while she 
shows- viewer's how the room is ar- 
ranged and furnished. A contestant 
picks out the particular prize she would 
like to win, if she answers the ques- 
tions correctly. Show is aired Monday 
through Friday 12:30 to 1 :()() p.m. 
from New York City. 

The prizes furnished range from pic- 
ture frames all the way to a bouse, 
which is given away a* the (hand 
Prize several limes a year. Show is 
carried by over 80 stations. * * * 



Homo show (ours W.1VI£-TV, 
si*r whs l^ouisville t v Sarin 

NBC TV's "magazine'' show Home 
became J' arm for one da\ when il orig- 
inated from Louisville's W W K-TY. 
S-ekhig a "Ivpicul \merican family 
farm home lo feature for a spring 
sdiow. Home iU'i \(\c<\ lo spend 25 min- 
ute:- of their hour show there. 

The show featured a tour of the .^la- 
lion's farm and viewers learned, 
among other things, bow lo prepare a 
kenluckv smoked ham. Cameras 
looked in on the various farm animals 
and one camera was mounted atop the 
60- font silo to scan lite 350-aore farm. 
Home niav make another v i-dt lo the 
farm during the summer. * * * 

Ohio It om a hroa tlva sters 
sponsor soil jn<f</in</ eontest 

\\'K\ and \VK\T\, Oklahoma 
Citv. expect to have at leas! 27 foreign 
nations represented al their fourth an- 
imal National Land Judging Contest 
to be held late in April. The contest 
allra< t> conlc-lant- from over half the 
slalo- in the ( .S.. is operated in inter- 



C.-I-- of the snil conservation program. 

I he stations receive cooperation 
from the various state and national 
agricultural agencies as well as from 
Oklahoma A&M College and the Okla- 
homa Soil Conservation Service. The 
(•onlest, under the direction of farm 
director Jack Slratton. drew over 2,000 
soil conservation enthusiasts in 193 1. 
This vear. die contest and accompany- 
ing school, has been broadened in 
scope, and even larger crowds are ex- 
ported. Cash avvard> total over $2,000. 

★ * ★ 

.linrizo in <m; i<* in it soils 

]»!! (Mi I! </-]»]<* Ilii.V (III 1 1* 

\ tv spot campaign is being con- 
dueled via k&K In Vmerican Maize- 
Products Co. using one-minute films 
-lairing a magician. Milbourne Chris- 
topher plugs Annuo bv doing a fast 
trick and I lien moves into a pilch for 
the instant pudding and pie mix. The 
film commercial is especialh designed 
for tin' small frv, pointing otil that 
each package of the product contains 
a trading card with a trick kids can 



easily learn. To tie it all together in 
the minds of the viewers, Christopher 
is billed as Aniazo the Creat. * * * 

ll'XLir, Texaco team up 
to did rfinf ehanye in ears 

W hen \V\L\\\ Indianapolis, changed 
its frequency from 1590 to 950, gen- 
eral manager Robert I). Enoch ar- 
ranged for 70 Texaco dealers in the 
area to alter car radios of listeners 
free. All the car owner had to do was 
drive into the service station and re- 
quest the alteration. 

The service stations erected window 
display posters advertising the fact that 
they adjusted the push-button radios 
free, and \\ XLW gave the plan short 
. plugs over the air. A complete manual 
explaining how to change the radios 
was supplied to the Texaco mechanics 




Free car radio adjustment promoted sales 



by the station. 

Within five davs the Texaco dealers 
reported about 100 sets per station per 
day were being adjusted. Texaco sta- 
tion men were reported "highh 
pleased" with the influx of trade that 
the venture brought them. * * * 

ISodesiqnotl Marlboro paelc 
wins two «i n ii ii (i I awards 

The new Marlboro cigarette case 
I see "Should von redesign vour pack- 
age for color tv ?" si'UiNSOH 21 Feb- 
ruary 1 0,5.5 i received two awards from 
the Folding Paper Pox \ssociation of 
America, The new design took first 
place in both the ''Tobacco* and "New 
I se" categories of the 1955 Folding 
Carton Competition. The new package 
is among those I .S. companies have 
redesigned recenllv keeping the needs 
of color Iv in mind. * * * 

Itriofhj . . . 

Television continues to erect tower* 
that overshadow lite F.mpire State 
Pudding, until recent!) the world's 
tallest man-made structure. A televi- 
sion tower is being erected near Dal- 
las for use bv KRLD-TV and \\ FA \- 
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TV that will measure 1,521 feci. This, 
is 5() feet tailor than the famed Ww 
York skyscraper together with its tv 
tower. 

» * * 

KMA, Shenandoah. Iowa has a col- 
orful brochure available describing its 
history as the station enters its 30th 
year. The booklet depicts the coverage 
the station has given its varied pro- 
graming fare, is liberallv sprinkled 
with photos of (he staff in action. 

* * •» 

One of the most complex tv hook- 
ups ever used brought the li\e telecast 
of the feature race on opening day 
from Qaklawu Park, Hot Springs. Ark. 
to KATV viewers. Using portable mi- 
crowave equipment. Southwest Bell- 
Arkansas established the complex 
hook-up as follows: the live signal 
went from a portable station atop the 
grandstands to a microwave receiver 
oil West Mountain, then 1 1 1 miles to 
a tower at Magnet Cove, to another 
tower on Shinall Mountain, then 11 
miles to a portable receiving-transmit- 
ting station on top of Southwestern 
Bell's "MOhawk" exchange office in 
I'ulaski Heights, and finally by cable 
to the KATV station in Pine Bluff. 

All of the involved equipment is be- 
ing left in position because KATV is 
televising the feature race ever) Sat- 
urday as long as the meet is on. 

# * * 

The famous American baritone John 
Charles Thomas is now the general 
manager and vice president of KAVR, 
Apple Valley, Calif. Mr. Thomas, who 
has performed with many of the most 
famous opera companies in this coun- 
try, will al«o participate in some of 



SOUTHWEST VIRGINIA'S piO+te&l RADIO STATION 




KAVR s general manager John Charles Thomas 

the new program ideas which KAVR 
will broadcast, lie is probably best 
known as a member of the Metropoli- 
tan Opera Compain which lie joined 
in 1934. 

{Please lurii to page 121 ) 




For 31 years 
WDBJ has been 
the MOST LISTENED 
TO— MOST RESULT- 
FUL RADIO STATION in 
Roanoke and Western Virginia. 

Ask Free & Peters! 



Established 1924 . CBS Sine* 1929 
AM • 8000 WATTS • 960 KC 
FM • 41.000 WATTS • 94.9 MC 



II P W ROANOKE, V A 

Owned and Operated by the TIMES-WORLD CORPORATION 
FREE & PETERS, INC.. National Representative® 
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WILD 

COJ r ERS 
THE NATION'S 



27 



TH 



Mttiopolitan Market 
pi its 

11 County Trading Area. 




POPULATION 
RADIO HOMES 
NET INCOME 



"First /» The 
Heart ()) Dixi, " 



1,840,145 
485,964 
$1,946,254,295 



RETAIL SALES $1,175,549,610 



"You Can't Buy 
A Better Station" 

George L. Sutherland — Gen. Manager 
Represented Nationally by Forjoe Inc. 
In the Southeast by Clarl Brown Inc. 



WILD 

10,000 WATTS 
S50KC -- MBS 




(Continued from page 26) 

all — hluniniii — if you don't mind, in your closing, if you'll 
ju.-l — er — ah — uhhh— — ju.-l sort of say a word or two. . . 

Nothing. 1 have noted, will result in a reaction on the star's 
purl, wherein he believes he is heing soft-soaped into doing 
something considerably heneath hi- Mature as the greateM per- 
former in his line, than the approach Fve just outlined. On 
one occasion a performer even replied: 

'"Wait a minute, buddy. I'm an artist! . . .*' 

There is, I think, a pretty simple approach to honestly per- 
suading a performer that it's highly important and even desir- 
able that he do pari of the celling. It's this: 

In the years of show business BT (Before Television), a 
])erfonner n tea Mired the quality of his work by applause. In 
tv there is quite another measure of an entertainer s accept- 
ance. Hating? Partially, yes. Hut the final measure is whether 
or not the show the performer is doing, is selling the sponsor's 
product. The performer's audience today applauds him on 
television in the final analysis, in just one way. They go out 
and buy the product. When they don't, the honest and rea- 
sonably intelligent performer, will get a horrible mental pic- 
ture of those cold audiences at the Bijou, who sat on their 
hands, while a guy was up there giving his all. 

When an entertainer buys that concept of Iv applause, he'll 
'"sell" not only without griping, hut with enthusiasm. 

Actually this problem will slowh hut steadily correct itself. 
Intelligent talent, and particularly personal managers, are 
not only eager and willing to help sell the sponsor'* product. 



hut arc conscientiously working toward learning how to sell 

i'\)r example there's a young siirl named 



it most effectively. For example the 
Betty Johnson, who has done considerable radio and some tv 
work. Fundamentally Betty's a singer, though she's con- 
sianlly studying dancing and dramatics. She's current lv work- 
ing on the Galen Drake radio show on CBS and makes records. 
But Betty has done a series of commercials for Borden's, and 
she and her managers are as alert to opportunities to do other 
commercials, as well as to get increasingly important jobs as 
a slra ighl performer. 

This i> not just a question of earning a few extra dollars 
from the commercial work, but much more a matter of proper 
development as a show business personality, 1955. When 
Betty hits it big. a> I'm sure -be will, she'll be prepared to do 
a complete job for her sponsors- -she'll sell the product as 



well as she sells her songs 



★ * * 
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Marketing Gold Mine! 

ISv John Popper ami lEcrl Ferguson 



Tl 



iei e 



not 



?ales 




wouldn't be glad to give 
his cyeteeth for a brand 
new market. Well, we \e 
got one. Not simpiv 
brand new. But brand 
new and heavilv popu- 
lated. Brand new and 
free spending. Brand 
new and sold 100 per- 
cent on one medium! 
Try and find a mar- 
ket like it —we'll bet you can't! This single market is 
bigger than New York City. Bigger than Los Angeles. 
Bigger than St. Louis — Cleveland — Philadelphia. 

And it s been right under the nose of everybody in 
Memphis for a long time. But until our radio station 
WD1A became the first to program exclusively for iXe- 
gro listeners here, this great new market remained un- 
discovered. 

10' ; < oj USA: For \\T)IA commands the \egro mar- 
ket in this area. And right here are close to 10 percent 
of all the Negroes in the entire United States! We call 
it the '"Golden Market." It numbers 1,230,724 Negroes. 

Sj)eiid 80' r : These folks make money. \\ hat is even 
more important to sales managers, they spend most oj it. 

It is a fact that these folks spend, on the average, 80 
percent of the money they earn. They spend it on con- 
sumer goods and services. 

And here's something else. As has been recently point- 
ed out in Sponsor, these folks are not to be classified as 
"buyers from a low income group. ' 

Quality Buyers: They buy, if anything, the better qual- 
ity items for sale. They buy plenty of matches and 
baking soda and soft drinks. But they're also eager cus- 
tomers for big items. Big cars. Nice houses. Fancy 
suites of furniture. 

What we're getting at is this. These folks buy for the 
>aine reasons that other folks buy. But they have addi- 
tional reasons, peculiar to their own group. 

The Memphis market is 40 percent Negro — an impor- 
tant fact to think about in its own right. But add to it 
these facts. 

That Negroes buy 64. 8 percent of all flour sold in 
Memphis. 

Negroes buy 56.6 percent of all laundry bleaches sold 
in Memphis. 

Negroes buy 50.3 percent of all mayonnaise sold in 
Memphis. 

Negroes bu\ 60 percent of all chest rubs sold in Mem- 
phis. 

Negroes buy 60 percent of all deodorants sold in Mem- 
phis. 

That is not "low income" buying. That is what we 
might call "special group" buying. For special reasons. 

And one of those reasons is that Negroes in the South 
u*e their homes for a grpat part of their social life. 
Thev spend money on things for their home*. 

They have larger than average families. They spend 
money on things for their children. 

The point is that they are willing— far more willing 
than the average man — to spend their money. They have 
been spending it. and are continuing to spend it. 

In our WDIA area, their wasres will amount to .^278.- 



152,551.00 this. year. That"?- our a quarter billion dol- 
lars. 

\nd remember that 80 percent of it i- going to be 
spent on things for home and famil\ con>umer goods. 

Their Oun Station: Now here is where we < an tell von 
how yon can reach thi> market positively. 
\ ou can reach it with \\ 1)1 \. 

For \\ DIA was the first station to talk to these folks in 
accents they know and understand, in the Southern city 
that ranks first in Negro population. 

\\ 1)1 \ uses Negro music. Turn the dial idb \ ou 
can't mistake it. 

\\ DIA uses Negro voices. \\ ilia Monroe, -tar of '' The 
Tan Town llomemaker Show." wa> the fir>t Negro wo- 
man broadca^er in \merica. Ford Nelson, -tar of 
''Glory Train. "Highway to Heaven and "Tan Town 
Jubilee." is known to every Negro for mile> and miles 
around. 

Tremendous Response: No wonder the-e folk> regard 
\\ DIA so proudly as the only station their station! No 
wonder they keep \\ DIA tuned in morning, noott and 
night. 

No wonder this keen apprec iation thi> fierce devo- 
tion-has swept W DIA from 250 watts to 50.000 watts 
of power — in just one big step! 

No wonder this feeling has put WDIA at the top of 
both Hooper and Pulse tabulations. And this, in a field 
of 8 stations, some of which had been on the air in 
Memphis for more than 25 years! 

Does this combination of heavv spending, concentra- 
tion of customers and direct contact through a single 
medium of unmatched acceptance get results? 

Yon bet it gets results. 

Here are just a few of the nationally famous adver- 
tisers who came to WDIA and got results — whopping 
results: 

Crisvn, Halo, ft oof Cifffi rrllf.v. Snp«*r Surfs, 
Uriiiio. Folfn'r's CoffVe. ffiitir'.v Toiuolo 
•Soli*'*'. Kelloqq's Corn Flakes. Stt-fiu.vrfott'u 
Cake Tfi.ve.-s. Vet Milk. Wild root Cream 
OU. Gold Medal Hour. II riff ft* if. 

We could add a list of many more. 

But we'd like to talk about the kind of product and 
sales problem that cspecialh interest you. No matter 
what the product, we'll have some pertinent information. 
No matter how the problem of making sales in the South 
has looked to vou until now . this is a neic slant. 

You write us a note, and tell us what product you're 
working with. We'll send vou back promptlv the hot 
not cold figures on our "Golden Market. 

\\ DI A is represented irationallv by John F. Peaixm 
Companv . 



President 






General , 




Manager 



Commercial Manager 



>fr. Station Manager: 

^4 re you looking for results from 

your trade paper advertising? 



"Sales 
Results on 
the trip 



were 



excellent" 



10iV BANNOCK ST RE I T DENVflt COlORAOO • FHON! TAbor 631* 



C M ANNE I 



JOSEPH HEROID 
Station Monogtr 



March 2, 1955 



Mr. Edwin D. Cooper 
Western Manager 
SPONSOR Magazine 
6087 Sunset Boulevard 
Los Angeles, California 

Dear Ed: 

I found, while on a sales trip to New York, that timebuyers 
do look at the ads in SPONSOR. KBTV ran a full-page ad in 
the January 10th issue of SPONSOR which coincided with my 
sales trip to New York. Quite a number of tiroebuyers mentioned 
they had seen the KBTV ad and were quite impressed with the 
story on the program ratings of KBTV, 

Sales results -on the trip were excellent and I am firmly con- 
vinced that our ad in SPONSOR helped to pave the way in connec- 
tion with many of our sales pitches. 

Kindest regards. 

Sincerely, 



JHrrla 





eph Herold, 
tation Manager 
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lOOO WATTS 



Telephone 3-6428 



CLEAR CHANNEL 



73D 



Charleston, South Carolina 




Mr. Norman ft. Glenn, publisher. 
Sponsor Publications Inc. 
40 East 49th Street, 
New York 17, N.Y. 

Dear Norm.: 



I know you like "off-beat" letters. So bear with me and you'll 
find this jone fits that classification. 

About three years ago v/e entered into a national promotion 
campaign, using only SPONSOR, with a series of ads pointing up 
our "Pal" trademark and outlining the specialized negro 
programming and high ratings at WPAL. We continued this ad 
schedule for two years*, 

During the period in which the ads were running I was constantly 
amazed at the strong identification of our little dog. After our 
ads had been running about six months time buyers would say, 
when I called, "Oh yes, you're from the 'little doggy' station. " 

All this leads up to the fact that since we've been out our 
identification has slipped, and v/e need the push that SPONSOR can 
provide. 

So we'd like to reinstate our schedule of third page ads effective 

with the first April issue once a month for one year. Lots of 

new time buyers in the business who ought to get acquainted with "Pal ." 

Viould you be good enough to send me a contract--same rate, I trust. 



44 



Oh 



j/es, 



you Ye from 
the little 



Cord 




Laurens /Moore 

Executive Vice President, 



doggy 



station 



y y 



Here's what an ad schedule in SPONSOR does for your 
station. You're in the limelight. And that's important. 
For there are more than 3,000 sots of tv and radio call letters fighting for 
the timebuyer's, account executive's, and ad manager's attention. Your message 
gets the full attention of these decision-makers in a top-rated prestige magazine 
where 7 out of 10 readers are in buying jobs (guaranteed circulation 
10,000) and every word of editorial copy is beamed right at 
them. You can't beat a buy like SPONSOR. 
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AUTORAMA 

( <>n'imifi< Irani page Hi 

lu go to l>u\ 1 955 model* of all 

\ik1 l.jiu hiiii.«clf would, of course. 

I i ihc celling with the aid of lii> 

■ imii | >] <^<*nt l>la< k board. 

1 lu* weekdoiijj build-up tainpaign 
uhich preceded "autorama" night 
-tiered the idea that the e\ent was 
one io w Ji if h the public could take 
acti\e pari. Air commercials and news- 
paper ad> all mentioned to li.-teners 
and icader> that "} on participate."' 

1 he hoopla al>o plaj od up Olin * as 
the "World".- Wildest Traders." 

To help get these ideas across. Olin s 
bought 70 one-minute announcements 
divided between three Miami radio 
stalions. WJNZ. W'MUM and W'lOD. 



On \\T\J, Ed Lane called attention 
to the event on Olin s 1 uesda\ evening 
Big Playback program and Thursday 
night Hollywood Spotlight show. At 
no cost to the sponsor, the station ran 
18 promotional announcements be- 
tween Wednesday and Friday urging 
attendance at the event. In addition, 
on Friday afternoon on its Alec Gib- 
son Show (4:00-4:30 p.m.), WTVJ 
included a five-minute segment show- 
ing the activity of setting up equip- 
ment for the ■"autorama"' remote. This 
helped establish the exact location of 
the event with viewers. 

News-paper ads ran in the Miami 
Herald and the Miami Daily Aeus 
ever} day Monday through Friday of 
the big week. 

The "autorama" was scheduled to be 
telecast from 12:15 a.m. to 7:00 a.m.. 



a time when Miami television is uor- 
inalh dark. M.e. of the show was Jack 
Cobb. WTVJ staff performer. Kd 
Lane's on-camera trading and auto 
selling for Olin's wa* interspersed with 
entertainment acts such as the Vaga- 
bonds. Calypso Fddie. the Ringling 
Bros.. Harnum & Bailey Trampoline 
act, several dance acts, and music h\ 
a hillbilly band. 

The auto trading proceeded in this 
manner. A customer would drive his 
car in front of Olins blackboard (well 
covered b\ a tv camera I and tell Lane 
what he would like to buy. Lane would 
appraise the customer's old car and a 
salesman would then drive it off the 
lot. Another salesman would then 
drive the new car "on camera*' and 
Lane would make a deal w ith the cus- 
tomer. The price agreed, the customer 




I. IS'cw stations on nir* 



CITY 4 8TATE 



CALL CHANNEL ON-AIR 

LETTERS NO. DATF 



ERP (kw)" 
I Visual 



Anttnna 
<«>••• 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARKETt 
1 000 1 



PER M ITE E. MANAGER. REP 



BATON ROUGE, LA. 

BEAUMONT, TEXAS 
BUFFALO, N.Y. 
HILO, HAWAII 
PROVIDENCE, R. I. 
WACO, TEXAS 



WBRZ 2 

KFDM-TV 6 

WBUF-TV 17 

KHBC-TV 9 

WPRO-TV 12 

KWTX-TV 10 



14 Apr. 

1 Apr. 

9 Mor. 

25 Mur. 

27 Mor. 

30 Mor. 



100 

100 
78 
2.12 
316 
107.2 



890 

537 
428 
-302 
511 
525 



NBC 
ABC 

CBS 
NBC 3 



WAFB-TV 80,000 



Louisiana Tv Bcstg. Hollingbcry 
Baton Rouge Bcstg. Co.. Owners 
Do-jglas L. Manship. pres. 
C. V. Porter, v. p. 



KBMT 



40,000 



Bcaumcit Bcstg Corp.' 
D. A. Carman, pres. 
C. B. Locke, exce. v. P. 



Freo 4 Peters 



WBEN-TV 170,000 
WGR-TV 



None 



N FA 



WJAR-TV 88,000 
WNET 

KANG-TV 46,965 



WBUF-TV, Inc. H-R 
Sherwln Grossman, pres.. gen, mgr. 
Gary L. Cohen, exec. v. p. 

Hawaiian Bcstg System Free S. Peters 

P. Howard Worrall. pres. 

C. Richard Evans, v. p. & gen mgr 

Cherry & Webb Bcstg Co. Blair 
William S. Cherry, pres. Blair 
Doc Schoen. gen. mgr. 

KWTX Bcstg Co. Pearson 
Mrs. Mabel B. Morris, executrix of estate 

of late Beauford Jester 
James A. Buchanan, dir. 
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construction 


permits* 






CITY L 8TATE 


CALL 
LETTERS 


channel! 

NO. | 


DATE OF GRANT 


tiotft nATF JERP (kw) 1 A ntenn* 
TARGET DATE | VUua| | ((t) ... 


STATIONS 1 
ON AIR | 


SETS IN 
MARKETt 

1000) 


PERM ITE E, MANAGER. RADIO REP1 


DES MOINES, IOWA 




8 


23 Mor. 


316 


623 


KGTV 
WHO TV 


302,000 

vhf 


Cowlrs Bcstg 

Register & Tribune Co. I00°o ouner 

Gardner Cowles. pres. 

John Cowles. chmn of bd & v p. 


MOBILE, ALABAMA 


WKRG-TV 


5 


23 Mor. 


100 


520 


WALA-TV 


101,100 

vhf 


WRKG-TV Inc. Young 
Kenneth R. Glddens. Pres. 
Joseph H. Little, v. p. 


ROANOKE, VA. 




7 


31 Mor. 


316 


1997 


WSLS-TV 


325,769 


Times- World Co-p. Free & Peters 
J B. Fishburn 86% owner 


YAKIMA, WASH. 




23 


30 Mar. 


21.9 


960 


KIMA-TV 


47,567 


Chinook TV Co Walker 
Robert S McC.-i*. solo owner 



BOX SCORE 



l ..S. simians on air 
Marl. its nitirrrl 



I'.IH I'osifreeze commercial c.p.'s 
2H0 Crantees on air 



.>?>«' I ,.V. tr sets (1 Mm. '55) UZ.O'JH .0005 

Kit l.S.tv homes (1 Mar. '55J al.'J.SOO.OOOg 



Wilt) nr.» r ami iut om going on the air timed here are (hose which orrurrcd between 
1 M3r 1 *» 1 su ' • ' ■ . I, i".f..tttt»t|.x. .,iilu If Btatrlcd In that period Stations are 

c*-j|ii/-r~) u> I,. < m tht air when <-ommerr-ial operation itaru " KfTc.il re radiated power. Aural 
t<mm uiuallT . one hair the vl«ual power -"'Antenna height above average terrain (not 
vjr*," 1 , 'I' fwrroatlcm on the number of ieu In rnarkeu where not designated u being 
tnm NTtC H i^irrh. <-ori«liu of eitimatej from tho itatlona or ropi and muit lie deemed approil- 
' '" 'I' 1 ' ^ '•' 't ■ >• 1 I'lat'tnc 'In Rt" I «. tin: representative! of a 



radio itatlon which Is granted a e.p. also represent! the new tr operation. Sine* at pre* a time 
II li generally loo early to confirm tr representatives of moat granted. SPONSOR lists tba 
reps of the rarllo itntlons rn this column <\vhcn a radio station has been given the tv grant). 
NKA No figures avatlahle at prcsHlmc on seta In marltel. 
'InterliKklllji ownership ultli KFll-V YVlrlilla Falls, 
"ltfsutttfd operation afti-r a 2 week oil air period, 
■''Subji-rt to l'(V approval 
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The "Big Three"— Providence, Fall River and New 
Bedford — together comprise the nation's 14th mar- 
ket, a billion dollar retail sales area. 

In this market the familiar call letters WPRO 
have long stood for the best in radio, with the largest 
listening audience in the area. 

Now WPRO-TV brings to this audience the best 
in TV from CBS Television and local originations 
over Channel 12, continuing a long tradition of 
community service. 

WPRO-TV is owned and operated by the Cherry 
& Webb Broadcasting Company. 




The symbol of 

TOP TELEVISION 
in New England's 

BIG THREE Market 



Represented exclusively by 



BLAIR 

New York • Chicago • Detroit • San Froncisco • Boston 
Dallas • St. Louis ♦ Jacksonville • Los Angeles • Seattle 
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wuuld sign tlie neeessan papers and 
drhe oil with bis new car. This se- 
• jttt-ii e ua- repealed time after time. 
B\ 7:<K) a.m.. 1 11 car* ( 110 of 

hi< h weif 1035 modebl had been 
^ol<l. \]>o aiding in sale? during the 
night was a "Chinese Auction con- 
ducted at four other locations on the 
lot. 1055 model cars were drhen onto 
separate daises and the purc hase price 
of each marked on a board behind it. 
Even minute that the telecast contin- 
ued, the price of the cars were re- 
duced In $1.00 until they were sold. 

Over the remainder of that week- 



end. Olin's sold 160 more cars in ad- 
dition to the 1 11 sold during the pro- 
gram. Thi* total of 301 is a sharp 
contrast to the average of 120 cars 
sold on the same da\s during the pre- 
^ ious three weeks. 

The "'autorama'" started of! with a 
rush of \isitors; of the tola! number 
who came, half of them visited during 
the first two hours. However, it is inter- 
esting to note that the heaviest volume 
of business was accomplished between 
1:00 and 5:00 a.m.. according to 
\\'T\J. The people who came during 
these hours, were not seeking enter- 



tainment, says the station — they were 
there to buy. Lane feels that had there 
been two selling areas during tins rush 
period, even more cars would have 
been sold. 

News of the event reached far. One 
customer came all the way from Key 
West. 165 miles south, arriving at 
6:45 a.m. to trade in his six-} ear-old 
car on a 1955 model. Two customers 
were from Fort Pierce, 92 miles north 
of Miami. Motorists from Fort Lau- 
derdale. West Palm Peach and Vero 
Peach drove to 01in : s to trade wild 
with Ed Lane. 

In addition, Olin's telephone oper- 
ators checked in 112 out-of-town calls 
from viewers who called in to say that 
they would be in to see Lane the fol- 
lowing day. 

What did the "autorama" cost 
Olin's? The breakdown runs like this: 



Radio announcements $ 500 

Transcribed commercial 100 

Newspaper advertising 580 

Tv time charges . 1.000 
Tv engineerinc, production 2.000 

Talent 600 

Total $4,780 



Since gross sales, as mentioned ear- 
lier, ran to $261,880, ibis represents 
a return of tner 5.000%! 

Friday night, concludes Olin's. is' a 
perfect night for an "autorama." * * * 

JOHNSON b JOHNSON 

(Continued from page 33) 

rich, and have taken in multiple-prod- 
uct sponsorship in a number of cases. 

2. Some form of co-<ponsorship 
seems the most feasible pattern of tv 
advertising for a company like John- 
son & Johnson. 

3. While great frequency is usually 
a good thing, high costs make it diffi- 
cult to obtain. However, with infre- 
tpieutly purchased products, daily re- 
minder advertising is not essential; a 
few strong impressions o\ er a period 
of lime nun suffice. (For a case in 
point see "Esquire Pool Polish bits 
hard on tv but not too often." spon- 
sor. 21 January 1955.) 

1. It is not necessary to onjo\ the 
top rating in order to reach great num- 
bers of \ iewers. A stud} of Nielsen 
figures, sa\s Y&K. reveals that a pro- 
gram averaging a rating of 25 will 
reach 90S' of all tv homes in the 
Tinted Slates over a six-month period. 
That was the expectation for the Coca 
show. Even with the February rating 

. SPONSOR 
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"THE VOICE 
OF LONG ISLAND' 1 



r 



BIG summer BONUS 

8,500,000 PEOPLE WILL VISIT 
300,000 additional residents WILL LIVE IN 

WHLI's LONG ISLAND 

. . . THIS COMING SUMMER 



This BIG BONUS AUDI- 
ENCE will listen to WHLI'S 
Special Summer Programs 
and Services in cars, Hotels, 
Homes, Boats, Beaches. 



ONE STATION — WHLI 
Delivers this Audience — 
because it Dominates Lis- 
tening* ... in the Major 
Long Island Market. 



l_ 

72 



"The Pulse" proves WHLI 
has the largest daytime 
audience in the Major Long 
Island Market. 



WHLI 



AM 1100 

F M 98.3 



HEMPSTEAD 
LONG ISLAND, N Y. 

Paul Godofsky, Prcs 

Represented by Rambcau 




J 





f \^ \ Exc/ianje Office 

^^~\ 4^^^^^*Dowf}town Telephone Office ' 

\i? , fcv ~A „ ^ 



V 

OA/CLAIVN 
PAK* 



Hot Springs 




*Di^ this CRrNZy daisy chain/" 



"This is no daisy chain, son . . . it's the microwave hookup created by 
Southwestern Bell-Arkansas, so KATV and the Chevrolet Dealers of Central 
Arkansas could put the races from Oaklawn Park in Hot Springs into 
thousands of Arkansas living rooms!*' 

"Man, what a layout! Southwestern Bell-Arkansas says that other than 
the transcontinental microwave system, the KATV hookup is the longest, 
and has tlie greatest number of links in the, transmission!" 

"That just goes to show you son . . . KATV is running way ahead of the 
place horse in Arkansas!" 

"Sing on. Dad . . . you can take a chance on the nags at Oaklawn, but it"s 
a sure bet that an advertiser on KATV is going to be a winner every time!" 



Studios in Pine Bluff & Little Rock 

For a hot tip on Arkansas see: ■ m JK m k For a hot tip on Arkansas see; 

BRUCE B. COMPTON I W Jt 1 M AVERY-KNODEL, INC. 

National Salat Mgr. HH National Reps 




KATV 

CHANNEL 7 



John H. Fugate, General Manager 
620 Beech St., Little Rock, Arkansas 
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»]) l< (». approximately 6.1)00.(100 
me- were delivered. Audience turn- 
t\er ell die >how is ahoul one-third. 
1 nun the long-range point of \ ievv the 
umulathe audience becomes so large 
i- a re-ull that the IJ! rating is still a 
!_ood hu\ . Before February, cost-per- 
1.000 per commercial minute had been 
running between S3. 00 and $4.25. 
which Johnson Johnson consider? 
satisfactory . 

5. The Cot a show offered the only 
po—il>ilit\ at the lime of buying one- 
niiiuile participations in the prime eve- 
ning programs of M5C and CBS. the 



two networks then under considera- 
tion. In effect, sponsorship of the pro- 
gram represented a transfer of ad 
nionev from Your Show of Shows; it 
was an extension of an existing adver- 
tising pattern. (Other accounts which 
went along on the transfer were Grif- 
fin. SOS. Tunis.) 

6. Power of the commercial. The 
real choice was between the Coca pro- 
gram and an addition to the print 
campaign. T\ circulation was estimat- 
ed as roughly equivalent to that of 
Life. The presence of one of the most 
striking demonstration commercials in 




Newest, Mos, Modern Radio and 
Television Facilities in the SourtY 



\l ready the dominant (VIIK) station in a 69-county market 
in S. C, \. C Ca. ami Tenn., WFBC-TY now lias the ad- 
vantage of locution in its new building with WFBC.-AM and 
F.M. Now more than ever. Vi FBC-TV, "The Giant of South- 
ern Skies," can give you coverage of one of America's great 
markets in the Southeast. Vsk us or W EED for rates, market 

data and assistance. 




"The Giant of 
Southern Skies" 



NBC NETWORK 

WFBC-TV 

Channel 4 Greenville, S. C. 
Represented Nationally by 
WEED TELEVISION CORP. 



the field, already completely developed 
and tested, was an important factor in 
the choice of tv. 

J&J's use of participations would 
appear to be acceptance, in practice at 
least, of the thesis that program-com- 
mercial integration is not necessarily 
essential to advertising success. 

Moreover, the '"insertion" approach 
implies that the purpose of a program 
is first and foremost to deliver an au- 
dience, rather than to sell. Selling is 
the province of the commercial. No 
matter hove large and pleased the audi- 
ence, it is up to the sales talk to cre- 
ate desire to buy the product. In the 
final analysis, the commercial stands 
alone. 

Toner Jo con rince: |f m . r a r(ml . 
mercial seemed strong enough to stand 
alone, it is the egg demonstration. It 
is \ivid. dramatic, interesting to watch, 
and above all, convincing. Since it is 
widely regarded as an unusually suc- 
cessful use of tv. it may he worthwhile 
to explore the reasons for its strength. 
First of all, why emplo\ an egg? 

The answer begins with a listing of 
the sales points that were still the basis 
of the copy platform when Johnson & 
Johnson issued Super-Stick in 1953. 
BAND-AID Plastic Strips with Super- 
Stick were said to be (1) flesh-colored. 
(2) smoother than the older cloth 
bandages, (3) thinner than others, (40 
washable. 

Research In Johnson & Johnson, to- 
gether with study of consumer mail 
revealed that women were most con- 
cerned with the problem of keeping an 
adhesive bandage on while washing 
dishes or clothes. BAND- All) Plastic 
Strips with Super-Stick, Johnson & 
Johnson claims, will stay on though 
the hand is wet. (It is interesting to 
note in this connection that the com- 
pany has just been granted a patent 
for Super-Stick— \o. 27030113. ) 

Here, explains account executive 
Clifford Smith, was the problem as 
finally reduced to its essential point: 
how to convince the viewer that Super- 
Stick will not loosen in water. Get this 
one idea across, was the theory, and 
the major part of the selling job is 
done. 

Former commercials had shown 
BAXD-AIl) I Mastic Strips in action, 
applied to children and adults in v ari- 
ous situations. For Super-Stick a spec- 
tacular demonstration seemed desira- 
ble. It was decided to build one 
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A.S.E. can switch channels 



in the blink of an eye 



a ■ ■ 




to keep your 





To help keep network TV pictures 
dear as they go from city to city, the 
Bell System is installing Automatic 
Switching Equipment (A.S.E.) on all 
major multi-channel radio relay routes. 

Here's how it works: 

Even the must carefully engineered 
microwave radio systems are affected 
by some fading raused by atmospheric 
changes. The only way to avoid this 
interference in television pictures car- 
ried from city to city by radio relay is 
to switch the signals to another path. 

Manual switching is not fast enough 
to heat sudden fades. To make the 



picture clear... 



change-over automatic, the Bell System 
designed A.S.E. which switches radio 
relay channels in a split second. 

Now— when fading threatens — it is 
recognized by an electronic device that 
sends a warning signal back to the con- 
trol station. The picture is then switched 
automatical ly to a protection channel. 
The entire operation could take place 
several times a second without disturb- 
ing )our program in any wa\. 

Advances of this sort in equipment 
and technique assure that the television 
public will have the benefit of the best 
possible sen ice now and in the future. 



BELL TELEPHONE SYSTEM 

Providing transmission channels for intercity television today and tomorrow 
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abound >otne object which possessed 
an intrinsic shock \alue. 

first, a saucer was used. The BAM). 
All) Phi-tic Strip held it under water 
in a -ink. ostensibly to suggest the 
di-h-washing -dilation. 

This was followed by a gla-~ tum- 
bler, similarly shown in a sink. 

Fniotionalh . these symbols lacked 
plinth. Still the\ were used both on tv 
and in the print campaign. 

Then out of the contact department 
came the idea of the egg. In the words 
of ^ <5vR V supervisor of television com- 
mctcial- (Hi Johnson & Johnson. John 



Swayzc, "1 he egg is probably the most 
famous of all symbol? of hreakabilit) . ' 
Therefore, it has the great shock val- 
ue. And while one might doubt the 
ieasonableuess of dipping crockery in- 
to boiling water, an egg and boiling 
water seem like a natural combination. 

The simplicity of the demonstration 
is one of its great strengths. All that 
happens is that a HAND-AID Plastic 
Strip held by a hand picks up an egg 
and dips it into a pyrex pot full of 
boiling water. You see the egg held by 
the bandage while the water bubbles 
around it. 



SOUTHERN J±J 
CALIFORNIA^ 




GENU! 
TWICE A D 



ERS 

« 



2:30 - 3:00 P.M. and 5:30 - 6:00 P. M., Men. thru Fri. 



kfmbCHtv 



WHAIIIFK M VAM.Z IINOAIK AM IN<.. INC 

KKI'KI'Sl-Sni-.i) I1Y I'MM 



SAN DIK.O. t Al. 



America's more market 



Ever) thing depends on your believ- 
ing what you see. For this reason, 
slow-motion is employed for what 
Swayze calls "the key to the demon- 
stration — the exact moment when the 
HAND-AID Plastic Strip strikes the 
egg. You have to believe that no trick- 
ery is being introduced at this moment, 
or you will not be convinced." 

Slow-motion "lets you see exactly 
what happens. You see for yourself 
that the BAND-AID Plastic Strip real- 
ly does adhere to the egg, that there 
is no sleight of hand." 

Slow-motion has two other advan- 
tages: (1) by providing dramatic em- 
phasis it permits you to justify going 
through your ke\ moment twice: (2 1 
because of its enhancing effect, it gives 
the viewer a chance to absorb exactly 
what you want her to absorb. 

One point remained for the agency 
and client to clear up before they 
could sell themselves completely on a 
commercial which had appealed to 
them instantly. Spectacular though it 



"If an ad\crliser"s menage doesn't hold 
the viewer's interest, the sponsor is 
kidding himself — and thai cannot hap- 
pen often in national campaign- built 
on winning friend- — and customers. 
Commercials arc the preface, footnotes, 
and program note- to good video fare. 
And the} pay the hill for the best tele- 
vision service in the world — the Amer- 
ican commercial method — and the home 
viewer i- iiput short-changed." 

JOSEPH J. WEED 
President 
Word Tr 

+ ¥ + 

might he, was not the egg situation 
a little remote from actual bandage 
use? Suppose you do eominee the 
viewer that the BAND-AID Plastic 
Strip will stick to the egg in boiling 
water: Will you be able thus to con- 
vince her that it will stick on her 
finger? 

^&Rs research department ran con- 
sumer panel tests to find out. Group* 
of approximately 75 people at a time 
were shown the commercial and ques- 
tioned about the sticking power of the 
BAND-AID Plastic Strip. Agency and 
client were satisfied that the commer- 
cial did a good job of convincing. 
They decided that it should help the 
viewer make the transfer of ideas by 
switching finally from the conclusion 
of the egg demonstration to an actual 
family situation involving use of the 
B\ND-AI1) Plastic Strip. 

Those who consider advertising 
more a matter of noise and frequency 
than coin iiicin" sales talk. nii"ht take 
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YOU MIGHT STEAL 4 MEASES IN I INNING* — 



AMERICAN RESEARCH BUREAU 

February, 1955, Report 
CRAND RAPIDS— KALAMAZOO 





Number 


of Quarter Hours 
Higher Rating 


With 


MONDAY 


THRU FRIDAY 


! WKZO-TV 


Station 
B 


7 a.m. — 5 


a.m. 


52 


44 


5 p.m. — 1 1 


p.m. 


69 


27 


SATURDAY 
10 a.m.— 1 1 


& SUNDAY 
p.m. 


87 


53 



NOTE: Survey based on sampling in the following pro- 
portions — Grand Rapids ( 45%) , Kalamazoo (19% I, 
Battle Creek (19%), Muskegon (17%). 



-TV-, 



</ 

wkzo — kalamazoo 
wkzo-tv — grand rapids-kalamazoo 
wjef — grand rapids 

WJEF-Fm — GRAND RAP1DS-KALAMAZOO 
KOLN — LINCOLN. NEBRASKA 
KOLN-TV — LINCOLN. NEBRASKA 

Atiociated with 
WmBD — PEORIA, ILLINOIS 




YOU NEED WKZO-TV 
TO DRIVE SALES HOME 
IN WESTERN MICHIGAN! 

WKZO-TV, Channel 3, is the Official Basic CBS Tele\ ision 
Outlet for Kalamazoo-Grand Rapids. WKZO-TV telecasts 
with 100,000 watts from a 1000' tower, serves over 5 10.000 
television homes in 29 Western Michigan and Northern Indi- 
ana counties one of America's "top-25" TV markets! 

The February, 1955 American Research Bureau Report for 
Grand Rapids-Kalamazoo shows that WK7.0- I V r» the BIG 
favorite, morning, afternoon and night! Your Avery-Knodel 
man has all the fact*. 

(100,000 WATTS • CHANNEL 3 • 1000 TOWER) 





OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 

Avery- Knodel, Inc., Exclusive National Representatives 



*Josh Devore of the Aeit; York Giants set this record in a .Xational League game on June '20, 1912. 



18 APRIL 1955 



77 



'tote df the great pains gone to in this 
omnmcial to eliminate doubt wher- 
c\ w possible. \n example is the ap- 
parently triv ial question of how mud) 
li\M)-\ll) Plastic Strip surface 
should he shown touching the egg. 

John Swayze recalls that in the stu- 
dio the Snper-St ick proved able to lift 
the egg even if the tiniest of areas 
came into contact with the egg's sur- 
face. W hile this was indeed an eye- 
brow lifting demonstration, it was 
feared that the viewer would simply 
not believe it. She would probably sus- 
pect a trick. It was decided therefore 



to use a bandage surface larger than 
necessary. 

The result of all the effort to appear 
plausible is that the demonstration is 
plausible on the screen. True, the com- 
pany does receive letters occasionally 
questioning whether the commercial is 
founded on fact, but so far none which 
say the writers have tried it themselves 
and failed. 

Life of co vrviul: A year and a 

half is a long time for a commercial 
to run. How long before even a pow- 
erful one reaches the point of dimin- 



idnng returns? Johnson & Johnson 
seems prepared to let the current one 
run as long as the evidence indicates 
it is doing a good job. The company "s 
ad department points to the gag no- 
tice it is getting on big variety shows, 
among them Bob Hope's, on the Gar- 
roway Today program and others. This 
notice means. sa\s Schackner. that the 
commercial "has arrived"" bceause it 
can be used as an immediately iden- 
tifiable symbol. 

E. G. Gerbic, Director of Advertis- 
ing and Merchandising, believes that 
if your commercial says exactly what 
you want it to say and says it well, 
there is no reason not to run it for a 
long, long time. He points to the 
steady flow of consumer mail which 
mentions it to bear him out. 

If a change does come, color tv may 
be one of the factors. Johnson & John- 
son has just finished a color commer- 
cial for possible use on the Imogene 
Coca Show when it gets a color expo- 
sure. The egg demonstration is re- 
tained, but is given less prominence. 

To those admen who wish to try 
the demonstration for themselves, 
J&J offers a guarantee of success 
provided the egg is thoronghh dry 
to begin with. * * * 



WOOLWORTH 

[Continued from page 3,i) 

the coverage of the recommended sta- 
tions on an acetate overlay. In addi- 
tion. I he agency asked each network 
to state how many stores would be 
i cached in accordance w ith four cate- 
gories of coverage — those areas which 
reported once-a-week listening by 
O-HKJ of radio homes. 10-24 r ?, 25- 
•10'* . S0-KKK1 . The NCS 1052 survey 
was to be the base. 

Regardless of the particular net- 
work, however. Woolworth is sold on 
network radio, and gi\ es the follow- 
ing reasons: 

1. It is in 9ii ' '< of American homes. 

2. The ARK stud\ of last spring re- 
vealed that there are some 111.000.000 
radio set locations in the I niled States, 
which makes the medium unique in 
size. 

3. The same study showed than 26,- 
000.000 cars were equipped with sets, 
verifying what had been commonly be- 
lieved about extent of the car-radio 
audience. 

1. Of all home radio sets, only 25 T 




$65,000,000.00 



— that's the buying power 
from the corn crop alone in 

WIBW-TV'S 100 uv area 
where there are 150,605* TV homes. And that $65 million 
is less than 5% of the spendable income available to our 
advertisers. 

WIBW-TV means more . . . sells more ... to farm 
families because it's the husky, strapping son of WIBW 
that Kansas farm families have known and depended on 
for two generations. 

"2 1 55-not including Kansas City and St. Joseph, Mo. 



CBS— DuMONT— ABC 

TOPEKA, KANSAS 

Ben Ludy, Ccn. Mgr. 

WIBW & WIBW-TV in Topeha 

KCKN in Kansas Cily 
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miii» room which run- 



.n> 83 oi all home t\ ^el> ; tlii> -te>- 
L i l - to an important change in the 

ation'v radio listening habits. 
• Of the total number of radios, the 

eatc-t percentage, almost 100.000- 
u)0. arc in locations where radio does 
not compete nith tv bedrooms, <ja- 
i aiii ~. workshops, cars. etc. 

Id leach lliU \ast audience. W <>ol- 
uoitli decided on early Sunday after- 
noon. Two factors are involved: (a) 
desire to avoid direct competition with 
t\ dining evening hours and late Sun- 
da\ afternoon and evening; (2) need 
to be on the air as (dose to a selling 
dav as possible, which ruled out Sat- 
urday. 

Analysis of the 1:00-2:00 p.m. sets- 
in-use data shows why VToolworth is 
convinced of the value of that period 
for network radio. (It is interesting, 
incidentally, to note that the company 
expressed its desire for this period be- 
fore it was offered by CBS.) 

In February of this vear radio seis- 
in-use for 1:00-2:00 p.m. was approxi- 
mately 15 r *( on Sunday; for tv it was 



18 °l 



Nielsen's first car rating, or- 



dered by CBS. showed auto radio use 
increasing the radio figure by about 
18'V— total radio set-in-use. thus comes 



to about 18',. (Note that no other 
form of out-of-honie usage is record- 
ed.' The base for both the radio and 
t\ figures in this case is the same, the 
total radio count of 15.859.000 radio 
homes. v 

In Fobruan, then, radio and tv sets- 
in-use seem to be about the same at 
the Sunday lime. What happens when 
the warm weather rolls around? 

In July of last vear tv sets-in-use 
dropped to 10.1. In-home radio 
dropped onh to 12.4. 

It is reasonable to expect, both net- 
work and agency point out. that dur- 
ing the summer there will be a very- 
large increase in out-of-home listen- 
ing as the nation takes to the road in 
the traditional fashion. No one can 
today predict what the ear audience 
will be in July — one informed estimate 
expects a minimum three-time increase 
over mid-winter. 

In the eyes of Adrian Murphy, pres- 
ident of CBS Radio, the Woolworth 
step confirms what radio has been say- 
ing about its coverage for the past few- 
years. He is confident, he told SPON- 
SOR, that the available audience will 
continue to grow bevond its present 
great size, owing to yearly increases 
in automobiles, portable sets and the 



creation of new family units. 

He is of the opinion, too, that The 
IF oohvorth flour will be a stimulus 
that can only do radio good, is hope- 
ful that it w ill inlluence other accounts 
to adopt similar media policies. 

Cost: One of radio's great charms 
today is its economy, client and agen- 
cy feel. A weekly show on tv runs to 
millions of dollars over a year's pe- 
riod. The radio show is even less 
costU than a comparable campaign in 
a major magazine. Cost for one full- 
page black-and-white ad in Life on a 
52-week basis comes to $17,910. Time- 
and-talent for the one-hour full net- 
work program, on the other hand, 
come to $16,000. 

W oolworth is getting a big bundle 
of glamor and names for its modest 
budget. The program is an ambitious 
venture which will explore the entire 
range of popular and classical music, 
try to score many beats in presenting 
new works and performers. Essential- 
ly, the program idea is "what's new in 



music 



9" 



The idea is to bring a freshness and 
excitement to the presentation of mu- 

( Please turn to page 90) 




HERE'S HOW TWO SURVEYS MEASURE WOW-TV, OMAHA! 

5 Of The TOP 6 Local 
Shows Are On WOW-TV ! 

(Daytime Multi-weekly • Monday thru Friday) 



SHOW 


STATION 


HOOPfR 
POSITION 


feb.l 955 
HATING 


ARB 
POSITION 


Feb. 1955 
RATING 


TRAIL TIME 


WOW-TV 


FIRST 


35 


FIRST 


27.9 


SNICKER FLICKERS 


WOW-TV 


SECOND 


24 


SECOND 


18.0 


MOVIE MATINEE 


WOW-TV 


THIRD 


20 


THIRD 


16.7 


CONNIE'S KITCHEN 


WOW-TV 


FOURTH 


16 


SIXTH 


e.o 


NOON EDITION 


other 


FIFTH 


14 


FIFTH 


9.4 


NEWS, FARM & WEATHER 


WOW-TV 


SIXTH 


13 


FOURTH 


9,4 



HERE'S ANOTHER WAY SAME SURVEYS MEASURE US! 

WOW-TV LEADS in 
Quarter Hour Ratings 

(Noon til Midnite • Monday thru Friday) 

Ask your Blair-TV man or write WOW-TV for spot availabilities in or 
adjacent to these TOP RATED programs and (he HIGH RATED Noon to 
Midnite period! 




TV- 



Omaha 

Channel 6 



A Meredith Station • Max. Power • Affiliated with "Better Homes & Gardens" 4 
"Successful Farming" Magailnes * Frank P. Fogarty, Vice President & General Mgr. 
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FIGURING? 



INDIANA 




here's an easier way to discover 
which station reaches the biggest 
TV audience in Kentucky and 
Southern Indiana. 

CALL YOUR REGIONAL DISTRIBUTORS! 

Ask each of them, "What Is your favorite 
Louisville television station?" 

Everybody in the Louisville area knows that WAVE-TV 
delivers a far better signal, over a far greater market, 
than any other television station. So why not cash in 
on these first-hand FACTS? 



WAVE-T 



CHANNEL < LOUISVILLE 



3 



FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 



IB C| SPOT SALES 

Exclusive National Representatives 
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GASOLINE 



HOUSEHOLD FINANCE 



SPONSOR: 

ESSO STANDARD OIL 



AGENCY; 

MARSCHALK AND PRATT 



SPONSOR: 

HOUSEHOLD FINANCE CORPORATION 



AGENCY: 

NEEDHAM, LOUIS &B0RBY 



WHAM SUCCESS STORY: To promote the sale of 
Ei,so products in the Rochester-Western N. Y. market 
served by WHAM, Esso buys three "Your Esso Reporter" 
programs daily. These top news broadcasts put Esso 
products on top of the market. Esso is selling stronger 
than ever in its 18th year on WHAM. 



WHAM Radio, Rochester, N. Y. 



Program: 15 Minute News 



WHAM SUCCESS STORY: To add to the more than 
30,000 people who weekly open the Household Finance 
door the local office bought late evening program time. 
Alfred G. Waack, Director of Advertising said, "Our 
business in the greater Rochester market is better than 
ever before in our history. A great deal of thanks is due 
to the effective selling of our service by WHAM." 

WHAM Radio, Rochester, N. Y. Program: Dick Doty, Merry Go Round 



COOKBOOKS 



W II A M 

RADIO 



SPONSOR: WHAM RADIO 



AGENCY: DIRECT 



We wanted to prove we could sell cookbooks better than 
any medium previously used. When nearly half a million 
—over 454,000— cookbooks were sold— which was double 
the original estimate for the Rochester market— the pro- 
moters were astonished. Everybody in food, publishing 
and radio timebuying sat up and took notice. It was prov- 
en the best recipe for getting a share of the Western N.Y. 
market that spent an estimated $415 million on food in 
1953 is WHAM Radio. 

WHAM Radio, Rochester, N. Y. Program: Personality Announcements 



LAWN FOOD 



SALT PRODUCTS 



SPONSOR: 

GORMEL'S GARDEN STORE 



AGENCY: 
DIRECT 



An idea that "high quality need not be high priced" had 
to be sold. A "trial" campaign of spots for four weeks us- 
ing the shotgun technique cleared a warehouse full of 
lawn food. In one month WHAM Radio moved over 300 
tons of lawn food— enough to feed 6,000,000 square feet. 
So successful was this campaign the client maintained 
the announcements for several months and since has 
purchased additional spots and program time. 

WHAM Radio, Rochester, N. Y. Program-. Announcements 



V 



SPONSOR-. AGENCY: 

INTERNATIONAL SALT COMPANY, INC. SCHEIDLER, BECK & WERNER 

To sell its diversified salt products to housewives, farm- 
ers, industrial executives and government officials, Inter- 
national Salt Company has found WHAM to be a good 
low-cost-per-thousand medium. WHAM has brought 
sales results in this important Western New York sales 
market which have helped build and support high distri- 
bution of Sterling Salt products. Down-to-earth sales re- 
sults all along its product line have made International 
Salt stay with WHAM year after year. 

WHAM Radio, Rochester, N. Y. Program: Personality Announcements 



WHAM 



Success like this is the rule rather than 
the exception for WHAM personalities. 
Why not put this sales push behind 
your product or service? 

RADIO SELL FOR YOU 



The STRGMBERG-CARLSON Station, Rochester, N, V. taste NBC ■ 50,000 watts * clear channel * 1180 kc 

GEO ROE P. HOLLINGBERY COMPANY, National ffiprtititrafrv* 
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COLUMBUS, OHIO 



in Virginia use these 

, * 



Selling Personalities 



LDEN AAROE 6 to 7 A.M. 
Geh out with the farmers end talks 
their language. 




•A* Monday t ffcnf 
Friday* 
No Promh/m I 
Ratwi \ 



f^EeXj STUTZ 9 to 10 KNL 
4 Knows his music Co-outhor "Little 
If Things Mean a Lot." 




XJNSHHSTE3 SUE . ^ 29 years a 

5:30 to 5:45 P.M. Sweet talking • ,„ 

... , ,„ • Virginio institute 

mistress at ceremonies and sellng. * 



50.000 Watts 
Richmond, Va. 

HtUKSlNTtD IY 

CBS KADIO SrOT SMtS 



WML 



RADIO CGMPARAGRAPH OF NETWORK PROGRAMS 



Daytime 



Apr LI 




ROYAL CREST 



Speaks for itself. 



9 % 



ooooc 

JOOOOO 

ooooooc 
oooooo 

* • . • • • * * 

» • • ■ 



• • • 
* • • 



the leader in growing San Diego! 





CBS - 5000 WATTS ON 540 KC. 
Represented by Petry 
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sic on radio. Mars from the ^tage. 
opera, nun ies. ballet, night chili will 
I m form. (iuest conductors and jazz 
combos uill exhibit their latest wares. 
( lioial group.- as well as \ ncal soloist* 
and outstanding instrumentalist- will 
he sought. 

The startling tiling is not so much 
the great scope of the radio produc- 
tion (the other networks. In the way. 
presented ambitiou.* program formats 
tool, hut the cost. \t card rate, the 
time cost for the network on the 52- 
week contract is i>10.«'?23 per week — 
which leaves a production nut of only 



:>5.(>75 ! 

How CBS can deliver such a -how 
at that figure is it? secret. V.p. and 
program head Lester Gottlieb w ill only 
state that there isn't much profit to he 
made. 

Working in the network's favor is 
the willingness of stars to take reason- 
able fees for performing radio, which, 
says Gottlieb, thev do not expect to de- 
lher the astronomical dollar figures 
( in rent in h . 

If you add to all this the fact of 
the cooperative nature of the sJiow. 
the economy of the buy to \\ oolworth 



becomes eudent. Agencj account ex- 
ecutive Mary Bentley (she i.- the wife 
of Lynn baker), points out that Wool- 
worth is allowed seven minutes of com- 
mercial time and estimates that there 
will be four-to-six separate product 
pitches made per show. Since in each 
case some part of the cost will be borne 
by the supplier, it is obvious that the 
actual out-of-pocket cost will be con- 
siderably less than the contract figures 
call for. 

Supplier interest is keen. A full 
complement of participating manufac- 
turers has been signed up for the first 
; 13 weeks, according to V.P. and Sales 
Manager J. E. Stromenger. He expects 
the second 13-week supplier group to 
be lined np soon. 

Among the manufacturers who have 
i contracted with Woolworth for partici- 
pations during the first 13-week cycle 
are: Motalcraft (picture frames), Da- 
vid Kahn (Wearever bens), Crown 
J Hosier), Paris Handkerchief, Russell 
Corp. (photo albums), Foster Grant, 
(sun glasses), Stelzter bells, Hubhell 
Toy. C. W. Novelty, Landenbergers 
(footlets). Jolly Toy, Goodman & Co.. 
j (hairdres.-) , Colgate (Cutex), Buster 
■ Brown (children's wear and hosiery), 
Ilassenfeld (school supplies). 

For what amounts to a trifling ex- 
penditure Woolworth thus winds up 
with a big-time radio show that repre- 
sents a heavy* merchandising task force. 
The company has been presenting the 
ston of its entrance into network ra- 
dio to the store managers via an agen- 
cy-prepared sound-slide film. It pounds 
away heavily at the theme "why net- 
work radio?" then follows with a de- 
scription of the show. It is being 
, shown several times a week to man- 
i ago -groups at the Woolw orth Build- 
ing in New "\ ork. 

Reports are that the managers are 
enthusiastic. In Woolworth's case 
manager support is of crucial impor- 
tance because of its decentralized set- 
up. Kach manager controls his own 
purchasing and store promotions and 
displays. "No matter how good your 
ail or show is," says Miss Bentley, "it 
i> useless unless the store backs it up." 

Suit's turn: To a great extent The- 
Woohmrth Hour is in fact a mer- 
chandising instrument, designed as 
much for the local store as for the- 
consumer. Although institutional ben- 
efils are. expected, the primary aim is 
to sell goods. Program specifies are 
not vet fixed. Present company plans 
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now INCREASING in population 

BY AN ESTIMATED 1,000 FAMILIES A MONTH 

Phoenix area's current population (475,000 as of January 1) 
is expected to be increased by 400,000 additional residents 
in the next ten years. 

All these new residents will need homes, cars and clothing . . . they'll 
buy food and furniture, radios and TV sets, gifts and garden tools . . . 
they'll patronize restaurants, theatres and resorts. In short, this area's 
mushrooming population makes it an INCREASINGLY receptive market 
for YOUR product! 

Tell YOUR sales story the result-getting way, over KPHO and 
KPHO-TV . . . dominant first-choice of advertisers who seek 
a growing "family" market! 



SOLD^ 

rijdctrea most effectively through . . . 



KPHO-TV <"KPH0 



Channel S 
First in Arizona sintt '49 



Dial 9 10 • ABC Bask 
Hi Fidelity Voice of Arizona 



AFFILIATED WITH BETTER HOMES and GARDENS • REPRESENTED BY KATZ 
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look to wf my - tv 



Thorough coverage of your market sells merchandise. And no station 
or group of stations covers the 46 counties of the Prosperous Piedmont 
as does WFMY-TV. 

Here in Piedmont North Carolina and Virginia, business is booming. 
Some 2 million people have money to spend and last year they spent it at 
the rate of $1.5 billion on retail purchases alone! 

Providing the finest in local TV and network programming, WFMY- 
TV is the only CBS television affiliate completely covering the 325,000 
TV homes in this $2.3 billion market. 

With nearly 6 years telecasting experience and full 100,000 watts power, 
WFMY-TV is a must for thorough coverage of the Prosperous Piedmont. 
Call your H-R-P man today, for details. 



ujfmy-tv 





Now In Our 
Sixth Year 



GREENSBORO, N. C. 

Repreiented by 
Harrington, Rlghter & Parsons, Inc. 
New Yorl — Chicago — San Francisco 
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dl! for four co-op announcements per 
-how. uith the re>t of 1 lie allowed sev- 
"ii commercial minute.- devoted to 
generalized "\\ ool« orth'" announce- 
i 11*11 1 — , The>o ma\ pndi \ariou- de- 
partment:-, lie in with -ca>onal nier- 
i handi.-e, t all attention to new linos, 
and the like. 

Sales Manager Stromenger point.- 
out that despite \\ oolworth's uniser.-al 
accessibility there are still eon>rder- 
able group* of people who are not 
well acquainted with the company's 
ntereband i-ing policies, or with the 
new lines it is constantly de\ eloping. 
The instilntioiud-U pe commercials will 
he di reeled in pari toward these con- 
>uniers. 

Some of the general commercials 
ma\ he u>ed to reinforce the supplier 
eo-o[) announcements, referring hack 
to the specific product In name. 

Woolworth has gone into thi- ven- 
ture with high hope>, hut appears un- 
certain ahout what to expect. Will 
•vdes result'- he immediate? Or will 
there he the more customary buildup 
o\er a period of time? 

Company executives appear con- 
vinced that there will he some effects 



felt within the first 10 weeks of the 
show because of the in-store backing 
that will he pail of the co-op arrange- 
ment. Promotional lie-ins are in the 
works for each participating manufac- 
tuier. These will he specifically creat- 
ed counter and window displays fea- 
turing the products as advertised on 
the -how. 

So important is this merchandising 
support, says die company, that it is 
figuring an added cost of ahout 10^ 
of the radio budget to cover it. Entire 
merchandising cost will he borne bj 
\\ oolwoi th. 

A lot is at stake for Woolworth. It 
look? upon its new venture as a first 
;-tep. that could lead to an expanded 
ad\ertising operation. Success ihis 
\ear. says a company spokesman. ma\ 
mean additions to the radio schedule 
and entrance into tv. Hut, he cautions, 
this is all still in the realm of specula- 
tion. 

Public vela tions: Provisions are be- 
ing made for local cut-ins which will 
serve a p.r. purpose. Individual stores 
and districts will have the chance to 
cooperate in civic, public service and 



charitable drive-. Pre>ent tendency 
seems to be to frown upon use of the 
local cut-in for ad purposes, on the 
ground that this might endanger the 
prestige of the program. 

The public relations a.-pect is im- 
portant nationally, too. simply hecause 
of the kind of show that is involved. 
Woolworth believes that its musical 
vehicle has dignity and a sense of im- 
portance that can only help build a 
friendly feeling in the long run. 

There is also a company belief that 
the show will he of li el p even if there 
i> no tangible way to measure its ef- 
fects, -imply because of it- timing, 
coverage and character. 

IKC'.v in i( in (in*.- ABC -eems to have 
kicked the whole thing of! through a 
pitch direct to Woolworth for an hour 
musical show. In the same period 
last year — Mutual also made an offer. 
Kor ahout four months nothing was 
done, but the ABC-planted seed then 
bore fruit. 

Woolworth decided to throw the 
idea out for network competition. But 
a musical show was a must. Reasons: 
Woolworth has a universal patronage. 





Home of World-famous Auto-Lite 





and performance of Auto-th* product* have mad* Auto-Lite the 
add 1 * tarcjeet Jrldlpendent manufacturer of automotive electrical equipment. 
TM» tndwitry ft om mora -rea*on why Toledo it listed among th* leader* m 
IJ of tho 19 Industrial dassiflcations. 

And along with Toledo, WSPO Radio give* you IS other counties comprising 
a billion dollar market. You can depend on WSPO't 33 yean of broadcasting 
experience to sell your product In Northwestern Ohio. 



TELEVISION 

TOLEDO, OHIO 



Slorer Braodcoit'ng Company 

t;v nm{« NAT s«us O'l, US I 5*"i ST'ttt. f>Ew vOfiK 



Represented Nationally 
by K AT Z 
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Something missing from your film processing picture? At Precision we've learned 
over the years that selective printing for every scene plays a vital role in a perfect print — 
and that only expert human judgment can be depended on to select that timing value. 

Leaders in Uie film industry— directors, producers, cameramen— have learned that Precision 
alone offers such fully rounded experience and skill in film processing. 

In everything there is one best. ..in film processing, it's Precision. 
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COVERAGE 

. . . 



AND A 

PROVEN 
TV AUDIENCE OF 



88% 

87% 



DAYTIME* 

12-6:00 p.m. 

NIGHTTIME 

6:00 to Midnight 



Fringing the outskirts and getting to 
the heart of a market are two different 
things . . . and once again Pulse has 
proved that to sell the TV audience 
in Metropolitan Shreveport with its 
$408,148,000 spendable income . . . 
you need to be on the Shreveport TV 
station. 

•Shrfvegort Tclepulw J.inuary 23-29. 1955. 




^Cha/n/ne^ 12 



FIRST IN 

SHREVEPORT, LOUISIANA 
Paul H. Raymer Co., Inc. 
NATIONAL REPRESENTATIVES 

New York • Chicago • Detroit 
Los Angeles • San Francisco 
Dallas • Atlanta 



For this reason. says vice president in 
charge of public relations Rae C. Me- 
Claren, "We decided on a type of radio 
program which we believe will have 
this same widespread appeal. .Music is 
of course a universal language. . . ." 

Music is also the best avenue to the 
listener in ibis day of casual listening, 
the company feels. It is tire medium 
par excellence. says Adrian Murph\, 
to enjoy while doing something else 
and to enjoy fully. And. adds Lester 
Gottlieb, it is something that radio 
can provide which no oilier medium 
can do as well. 

Among the name conductors offered 
by the networks were Paul Whiteman, 
\ndre Koslelanetz and Fred Waring. 
Lynn Baker is of the opinion that am 
of the networks could prepare a good 
show of the type desired. CBS won 
the nod. agenc\ sources indicate, be- 
cause 111 \\ oolw orth liked the pro- 
gram idea of the ''what's new in mu- 
sic?" and (2) the agency is impressed 
with the fact that CHS has retained its 
radio programing department as a go- 



*»\Ve can't escape the eomietton that, 
for many national iidverjisers, network 
radio. when properly used, is an out- 
standing sates tool hy il»eJf. Certainty, 
for all national advertisers, it is the 
most eflieient complementary medium 
for use with network television." 

ROBKUT \Y. SA R.N OFF 
Executive t iro /'resided/ 
\atii*nat lifon4eastinn Co. 

******** 

ing cuiKvni. (3l ll fell that the show- 
would fit the CHS Sunday schedule 
belter than \HC: while viewing NBC's 
Weekend idea with favor, it did not 
feel that The U'ooluorth Hour would 
fit in well. I In the end, the choice 
was between the offerings of NBC and 
CUS. whose coverage fit Wonlvv orth's 
needs best, according lo the agency.) 

To ABC. which started il all. goes 
the ironic satisfaction of having helped 
bring a major new advertiser into the 
network radio fold. 

Other variety stores mav now be en- 
couraged to give radio a Irv if the in- 
dustry capitalizes on the Wuolworlh 
story. "We have tried talking to the 
stores before. ' smiles \drian Murphv 
of CBS. "bul we did not laud one 
(ill A.I)."' 

Kresge. Grant, Wisncr. and similar 
varietv stoics have not done much, if 
any, national advertising, though local 
advertising bv varietv linns is often 
beavv . * * * 



TV SOAP OPERAS 

(Continued from page 391 

Irving question? whether the Juliet 
Jones strip is too expensive for spot or 
local sponsorship and indicated his be- 
lief that Official's interest had been 
transferred lo a nighttime property. 

The feeling persists, however, that 
the serial format isn't the answer to 
da) lime drama. What is the answer? 
A lot of people say it is the self-con- 
tained drama specifically , a strip of 
five quarter-hour episodes. 

Interest in the self-contained drama, 
which has been used on radio for 
years, perked up last fall when this 
format was first used on tv. The show, 
Modern Romances, now packaged live 
by Stark-Lav ton for Colgate via Bryan 
Houston, has been pulling down Niel- 
sen ratings between 9 and 12. 

The reason why the self-contained 
drama is looked upon as the answer to 
filming daytime drama is thai it can 
be sold in smaller segments. A serial 
involves an investment of at least 52 
weeks of filming costs simply because, 
with ils stretched-oul plot line, it can't 
be run for a few* months and then 
dropped. The viewer, who becomes 
accustomed to following the fortunes of 
ihe same characters week after week 
would resent, it is fell, a sudden slop. 

Vi ith the self-contained drama, the 
soap opera can he converted inlo a 
package something like the half-hour 
anthologies, now the heart of the film 
syndication business. A series of self- 
contained dramas could be sold for lo 
weeks, even less. 

Packager Wilbur Stark says there 
are other advantages: 

'*l sing the self-contained drama you 
can provide more variety, like alter- 
nating beavv drama with comedy or 
mystery. Variety in daytime drama 
is more necessary on tv than on radio, 
and (he reason is this. On radio, the 
listener supplies her own variety by 
letting her imagination fill in the 
characters and the action she can't see. 
Tv doesn't permit this imagination 
since it's all in front of your eyes. 

"Self-contained drama offers the 
sponsor a personality who can sell. 
W e use Martha Scott as a narrator to 
set the. scene for the story and keep 
the action going. While she isn't do- 
ing commercials for Colgate now, she 
can be used for them and do a per- 
sonality sell. Willi a serial, you 
can t lake one of the aclresses out of 
character and have her do a commer- 
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BRADFORD 



SUSQUEHANNA 




WBRE-TV Serves a 17 County 
Ireu in n Mutter of Minutes 



WBRE-TV's Regional News Coverage is produced by 
a 10-man news staff, with cameramen strategically 
located at vantage points over the vast area served 
by WBRE-TV. By use of bus and air service, news is 
received, developed (in minutes with high speed 
equipment) and aired the same day it happens .... 
often while the news is still being made. Thus, 
WBRE-TV renders a personal, community service un- 
matched by any other medium. This up-to-the minute 
news service to the 2,000,000 population in WBRE- 
TV's viewing area, has gained for this station an 
audience vastly superior to any TV station reaching 
any part of this great Northeastern Pennsylvania in- 



dustrial and agricultural market. Consider WBRE-TV 
for news. We invite you to make inquiry, because 
you can profit by advertising in the one medium 
which covers these 17 counties whose combined retail 
sales equal America's 12th largest market. 

November, 1954 Wilkes-Barre-Scranton 
Telepulse - Evening News Ratings were as follows: 
WBRE-TV 17.4 
Station B 5.8 
Station C — 
Station D 2.4 

Set Count as of March 1, 1955 245,000 



- TV Ch. 28 Wilkes-Barre, Pa 

National Representative 

!/VQQ@ BASIC BUY.* The Headley-Reed Co. 



( iai for tin* ad\ ci ti-ei . 

The -uece-s of Modern Romances, 
which run- in the 1 ; 15-5 ;00 p.m. week- 
da\ -lot on \BC. led to another self- 
contained drama on the same network 
in the morning < 1 0:30-1 0:45 1 . This 
is II ay of the U arid, sponsored hy 
Borden through ^ 6d\. 

There wa- no -elf-contained din time 
drama on film being offered until the 
Station Film Librar\ went ahead. (See 
"Report to Sponsors on pg. 2. 1 How- 
ever, what is heing pushed in two cases 
is a filmed combination of the serial 
and self-contained drama, which, for 
want of a belter term, might he called 
the "self-contained soap opera." The 
format is this: The same central char- 
acters are used in ever) storv hut in- 
-lead of the story running on and on. 
it i< completed in five epi-odes. 

The thinking behind this approach 
is that audience loyalty to the central 
characters can he built, as has been 
done -o successfully in the past with 
the serial soap opera, while at the same 
time the self-contained story will per- 
mit more flexible selling via syndica- 
tion. 

The two draina> with which this 



parlav is being attempted are Bernard 
Prockter s Family \e.xt Door and John 
Clark > Life Can Be Beautiful. Tele- 
vision Programs of America tried cell- 
ing a Prockter pilot of the show but 
couldn't get anywhere and returned 
the propo.-ed strip to its originator. 
Pilots of Life Can Be Beautiful are ex- 
pected to be completed by Clark's 
Transamericaii firm for ABC Film any 
day. ABC has high hopes for putting 
thi> show across since, although it is 
no longer on radio, it was used to sell 
for P&C for I 7 years. 

An interesting and significant effort 
will be made by ABC to bring down 
the selling price of Life Can Be Beauti- 
ful by extracting a half-hour version of 
the five 15-minute shows without any 
additional filming. The initial story 
has been written with this in view. 

The Stark-Lavton package firm has 
the same idea in mind for its Modem 
Romances. Although none of the 
stories have been written so that the 
strip can be boiled to a half-hour. 
Stark- Layton edited two kines of Mod- 
ern Romances into half-hour versions. 
Stark reported that they look '"pretty 
good'" but feels that some additional 



filming is necessarv to get the best 
possible half-hour story from the strip. 
Even with the additional filming. Stark 
pointed out, the cost of a strip plus a 
half-hour version would still be cheap- 
er than shooting a strip and half-hour 
version as if they were two separate 
shows. 

Stark also pointed out that the cost 
of Modern Romances can be brought 
down by running kines of the best 
stories over the network during the 
slimmer — though Colgate has not yet 
decided whether it will do this. The 
saving in running a kine is primarily 
in below -the-line costs, since acting tal- 
ent receives re-use payments for kines 
under the contract provisions networks 
have signed with the American Federa- 
tion of Television and Radio Artists. 

I nion prov isions for film differ 
somewhat since the Screen Actors 
Guild contracts apply. While SAG 
scale for strips is about 25*^ higher 
than A FIR A scale, there are no SAG 
re-use payments for the second run. 
One (juestion that apparently hasn't 
been settled yet (because it's never 
come up) is whether a half-hour ver- 
sion extracted from a 15-niinute strip 
is considered the second run under 
SAG rules or whether the union would 
regard it as another show. However, 
even if the talent lias to be paid again 
for the half-hour version, there would 
be saving in below-the-line costs. In 
addition, sv ndicators are assuming that 
re-use payments would be scale, while 
first-run talent pavments in many cases 
run above scale. 

Despite the savings in reruns the 
actual cost of filming daytime drama 
strips is still a problem. It is particu- 
larly critical for daytime tv, since pro- 
graming in Class "C ' time is ruled by 
rigid cost imperatives compared with 
nighttime where bigger audiences per- 
mit bigger program hudgets. 

The cost for dav time drama strips 
on film I both estimated and actual) 
run from SI 2.000 to $18,000 with a 
few fane) productions calling for ex- 
penditures of up to $25,000. These 
figures are net. hefore agene\ commis- 
sion, and applv to five 15-niinute pro- 
grains (actual program time is about 
60 minutes I. Cost of commercials and 
time is additional. 

Compared with this, davtime tv se- 
rials general!) run from $!5.000 to $10.- 
000, though there have been cases of 
actual talent and production costs ris- 
ing to $12,000. The self-contained 
dramas run at a higher price than se- 



THE MOST POWERFUL TV STATION IN NORTH AMERICA 



Ua Cm Sim... Stll mi HI0m Well 



CKLW-TVi 

MILLION DOLLAR 
MOVIES 





YOUR CLIENT 
WILL PROFIT WITH. . . 

Six participating film commercials 
per week in a repeated First Run 
y Movie Schedule in high rated 




YOUR AUDIENCE 
WILL SEE... 

The Finest collection of First Run 
Movies ever scheduled in the 
Detroit Market. 




It all adds up ta a million dollar bar- 
gain sa write, wire or phane yaur 
Adam J. Yaung Representative ar 



V 




YOUR COMMERCIALS 
SELL TO AN ESTABLISHED 
AUDIENCE . . . 

Based an current performances First i 1 
Run Mavies repeated faur times weekly J 
have produced a cumulative ARB >\ 
Rating af 50.1 . , . 600,000 TV Ji 
hames with an average of 2.5 / I 
viewers per set at a cast af 76c per // 

yj 



thousand viewers. 



CKLW-TV channel 9, Detroit 



J. K, f'nnifff nu I*r*pit|rnl 
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Some people are born leaders 




...like WCAU, Philadelphia 



WCAU-TV's average share of audience, day and night, is 
36% greater than Station B and 71 % greater than Station C. 

source upon rtqueii 



The Philadelphia Bulletin Radio and TV Stations * CBS Affiliates • Represented by CBS Radio and Television Spot Sales 
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NORTH 
CAROLINA'S 



Rich, Growing 

"GOLDEN 
TRIANGLE" 




with 



WSJS 



TELEVISION 

CHANNEL 12 



a 24-counry market with 

Effective Buying Income of 

$1,543,515,000 

(Sales Management 1954 
Survey of Buying Power) 

NOW SHOWINGl-ALl NBC COLOR SHOWS 




Interconnected 
Television Affiliate 



National Representative: 

The Headley-Reed Company 



rials since different sets have to be 
Used for each story and acting talent 
and writeis who work for a single stiip 
demand and get more money than their 
counterparts who are regularly era- 
ploy ed on one serial. 

Modern Romances, where cost cut- 
ting is the order of the day. comes in 
at about si 0.000 net. roughly divided 
evenly between above- and below -the- 
line co.-ts. Way of the World, the other 
\UC self-contained drama, runs at a 
higher price, one reason being the use 
of more elaborate sets. For a while. 
//' ay of the World was running in 
erven or eight episodes, but that was 
cut out because sets had to be struck 
twice — once on Friday, to make room 
for sets for weekend shows and once 
during the middle of the week when 
the story ended. This, of course, raised 
the production cost of the show. 

W hether compared with serials or 
self-contained drama, filmed da) lime 
drama still comes in at a substantially 
higher price than a live show. While 



b< . . . look al the newspaper's greatest 
competitor, television. The) lelc\isc 
hearings in the Senate — ami ha\e the 
whole nation watching. K<1 Mnrrow 
take* his camera into the homes of fa- 
mous people. His network (CBS) 
bring* its correspon dents to America 
from all over the world for a round 
talde discussion of world affairs. The 
newspaper 'scoop" has heroine almost a 
thins of the past. \ ou never hear an 
"Extra" on the slrcet any more. On every 
side, newspapermen deplore this sitna- 
lion." 

F. KENNETH BEIKN 
President 
Hime'Iit*irn-Toi{;a 
AVir York 



some estimates have been as low as 
s 12.000 for a film strip, none of those 
now being peddled are that cheap. 

Where does the additional cost for 
film come in? \ comparison of film 
and live costs for Modern. Romances 
sheds some light on the problem. The 
figures below compare actual li\e costs 
with an estimate of a film version made 
b\ McCadden Productions, the film 
producing outfit for comedians Hums 
& Mien. 

Iiclow-the-line costs for Modern Ro- 
mances on NBC total §5,010. MeCad- 
den's climate for bclow-the-line costs 
comes to $12,105. The biggest single 
diffeienec comes in the actual cost of 
film stock, professing, editing and dub- 
bing. The price for this is $1,215. 
Ibis is the co.st of one negative and 
does not take into account additional 



prints necessary for syndication. There 
i> no comparable cost item for this in 
the live show. 

In the category of "production ex- 
pense, which includes sets, props, 
wardrobe, hairdress, etc., the McCad- 
den estimate of $1,940 is almost four 
times the liv e cost of $350. How 
come? The big reason is that Stark- 
La) ton can draw on the immense .stock 
ol sets and props which NBC has on 
hand. Few. if any. tv film producers 
are big enough to cash in on the econ- 
omy which eoines with being a pro- 
gram factor) , though some live soap 
opera producers can do better than the 
webs in keeping down costs. 

Fnder '"equipment and rental" the 
difference is also marked. NBC gets 
81.050 for u>age of studio and equip- 
ment. McCadden's price is $2,580. 
This includes $705 for camera, grip, 
electrical and sound equipment but 
$1,075 for '"production facilities." 

Here, again, the economy of network 
operation becomes patent. NBC can 
amortize the cost of its equipment and 
overhead over a greater number of 
shows than McCadden. 

1 he cost of labor for Modern Ro- 
mances comes to $2,800 live and 
$3,700 for film. The main reason for 
this difference, aside from union 
scales, is that shooting film takes long- 
er than shooting live. The electronic 
tv camera with its monitors permits 
'"editing"" while the show is being re- 
hearsed or is actually on the air. This 
cannot be done with a film camera, 
^ince the dim-tor has only the rough- 
est idea of what the action will look 
like on the tv screen and can't really 
find out until he sees the rushes. 

As a matter of faet. the longer shoot- 
ing time for film means not only high- 
er labor cost? but higher costs in the 
use of equipment, too. 

As for ahove-the-line costs, Stark 
estimated that an additional $1,500 
would cover the film price, bringing it 
to about $0,500. compared to $5,000 
live. This should cover all contingen- 
( ies. said Stark, although the figure 
docs not provide for any big acting 
names. 

Thus, filming Modern Romances 
adds an additional $0,000. primarily 
because of higher production expenses 
and longer .shooting time. Stark agreed 
that $9,000 was too high but pointed 
out that McCadden might have padded 
the estimate to make sine cost would 
be amply covered. He said that onee 
a film producer learns more about 
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Run a tape on ad costs and see how 
our cost-per-thousand sets reached 

stacks up. For the greatest coverage 
in Indiana, advertise on 

. WFBM-rV INDIANAPOLIS 

Represented Nationally by the Katz Agency 
Affiliated with WFBM-Radio; WEOA, Evansville; 
WFDF, Flint; WOOD AM & TV, Grand Rapids 
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WREXVTV 

delivers 




to a 



7. 



r cixy 



i rocrtord 



1 BELVIDERE 



• IANESVILLE 
• FREEPORT 
• DIXON • MADISON 



^^^^p all or part of 12 counties and over 
100 communities — 23 (owns over 5,000 
population — 77 (owns over 1.000 population. 



^^^Over 250.000 TV sets in (his Bi//ion 
Dollar 7-city sales area. It has a population 
ol well over 1.000.000. 

W REX-TV flocfc/ord. JUinois, fhe 7<i(y 
station dominates this tremendous market 
with 58 (op CBS ABC network shows. 




CBS-ABC 

AFFILIATIONS 




CHANNEL 

HOCKFOHD • ILLINOl 



■IHMKTtb IV 

M-H TELEVISION, INC. 



shooting daytime drama and learns to 
accept the rigid cost barriers the cost 
should come down to about $15,000 
Or $16,000. 

Some of the syndicators feel that 
daytime drama costs on film must be 
brought down even lower. Some of ' 
the thinking about how to do this re- 
volves about methods of adapting t lie 
editing advantages of the tv, camera 
to, film. ; 

■ The McCadde'n studio's estimates for 
Modern Romances Include the use of 
the "two-camera"' method, that is. the 
use of two cameras simultaneously. 

Aside from the use of two or more 
simultaneous cameras, there are three 
proposed ways of shooting for film 
which would permit electronic editing 
and would bring down shooting costs 
somewhat. 

1. The combination video-film cam- 
era. Two have already been an- 
nounced, one by Du Mont and one by 
McCadden. These are tv cameras 
which simultaneously expose film. 
Since monitors can he used, the direc- 
tor can switch cameras at will without 
exposing am film unnecessarily. With 
monitors, the director can also correct 
and set up scenes as he goes along. 

2. High definition kinescope. A 
number of agency men have expressed 
interest in a 850-line closed-circuit tv 
system shown by a British firm, High 
Fidelity. Ltd. It could be used to turn 
out a kine of higher quality than can 
he turned out on the 525-line system 
used for telecasting in the U.S. llow- 
e\er, the high definition kine is still 
not considered as high in <j ualit \ as 
film. 

",\. Video tape. U video tape was 
perfected and in common use. the 
whole film \s. live argument would be 
academic. Most live shows would he 
recorded on tape as a matter of course, 
with the only additional cost being 
( assuming no additional union prob- 
lems) that of raw tape plus; a slight 
charge to take care of amortizing the 
recorder. The only problems left 
would be those of sales, and film would 
be used onh for special purposes. 

Just when the video tape millenhnn 
will be here, no one can sav for sure. 
Its first commercial nse mnv be as 
close as a year away (see "\ ideo tape: 
programing revolution on the hori- 
zon,"' sponsor, 21 March 195.")). llod- 
nc\ Lrickson. \ ice president in charge 
of account planning for radio and tv 
at Y&R (an active agency in the tv 
soap opera field), told sponsor that 



tape was close enough to be brought 
into consideration in discussing the 
problem of putting davtime drama on 
film. 

Technical development.- aside, the 
future of daytime drama strips on film 
(or tape) hinges on some unanswered 
questions. 

Will the daytime strip be as impor- 
tant to tv as it was (and is) to radio? 
Radio soaps, as well as other daytime 
programing, continue to attract sub- 
stantial audiences. Nielsen figures for 
February show that average tv soap 
opera audiences come to 2,900,000 
homes daily while the radio figure is 
2,247,000, an indication that tv will 
continue to get strong radio competi- 
tion during the day. 

Furthermore. only two tv networks 
(CBS and NBC) are programing in 
any substantial way in da) time, and 
one of them — NBC — is stressing the 
personality show rather than drama in 
its recent sales efforts. Only recently, 
Ted Mack's Matinee on NBC replaced 
two soap operas, Golden 11 indoles and 
One Mans Family. 

NBC feels the personality show of- 
fers merchandising advantages not pos- 
sible with davtime drama. Further- 
more, the personality show lends itself 
to magazine-type advertising, of which 
NBC is the leading proponent. 

At stake here, according to some 
long-range thinking, is the question of 
who will dominate daytime tv adver- 
tising — small or large advertisers. The 
soap opera is made to order for the 
large advertiser. It provides a high 
percentage of viewers who watch every 
day while it also accumulates audi- 
ences because of frequent exposure. 
The soap opera also provides the big 
ad agencies with a strong creative pro- 
graming foothold in davtime tv. which 
partly compensates for their loss of 
programing control at night. 

The personality show i> attractive to 
small advertisers because they can buy 
segment*. It is also cheap. A half- 
hour personality show can be easily 
produced for less than the cost of two 
quarter-hour dramas. And, in most 
eases, the personality show means net- 
work program control. 

Docs thi> mean that daytime drama 
doesn't have a bright future? Far 
from it. The consensus is still that das - 
time drama strip programing — wheth- 
er il be in the form of serials or self- 
contained stories will remain a tv 
staple. And. sooner or later, these 
strips will be seen on film. 
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Everybody Loves WKMH 

because 

Everybody Loves 
NEWS, MUSIC 
and SPORTS 



Let's face it! Folks around Detroit just naturally 
tune to the station that gives 'em what they love 
the most. Top Disc Jockeys . . . Newscasts every 
hour on the hour . . . Play-by-Play accounts of 
all Detroit Tiger baseball games night and day, 
at home and away. No wonder advertising pays 
off big on WKMH. You catch listeners in such 
a receptive mood! 




YOU'LL LOVE THIS EXTRA SAVING! 



SAVE 

10% 



BUY ANY 2 OR MORE 
OF THESE POWERFUL 
STATIONS AND SAVE 
10% FROM RATE CARD 

WKMH-Dearborn-Detroit 
WKMF-Flint, Mich. 
WKHM-Jackson, Mich. 
WSAM-Saginaw, Mich. 



Dearborn -Detroit 

FRED KNORR, President 
GEORGE MILLAR, Mg. Director 




Represented by Headley-Reed 



KNORR B&oadcdJtuq CORP. 



rndt "rite. Kdicic! 






WLBC-TV 
MUNCIE 
NDIANAI 



2Y/ 2 hours per week 




Muncie is 1st 
in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 

WLBC-TV is 1st 
choice in 
MUNCIE FOR 
TV VIEWING 



They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31 Vi hours per 
week watching television . . . 
more hours per week than any 
other cityl WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 

CBS-NBC- DUMONT-ABC NETWORKS 




CHANNEL 
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MUNCIE, INDIANA 



NSI METHOD 

1 Continued jrom page 12) 

ageix ie-. who have signed for the Niel- 
sen Station Index is expected to grow. 

2. NSFs effects on day-to-day time- 
bin ing. however, are going to be long- 
range, rather than immediate. NS1- 
subscribing agencies in general sav 
they haven't dropped their other local 
research yardsticks for A SI -measured 
areas, and don't anticipate any imme- 
diate reshuffling;* of radio-tv spot 
schedules. 

3. The impact of NSI on the think- 
ing behind broadcast buying, however, 
will increase a> time passes. Currently, 
agency research chiefs are urging 
ing timebuyers to use caution in re- 
vising present schedules as the result 
of a few NSI reports. But. as NSI 
spreads to cover more markets, and as 
local radio-tv trends begin to appear 
in NSI over the course of many 
months, these same research executives 
feel that NSFs value — and effect —as a 
buying tool will increase. 

4. A number of broadcasters and 
reps -notabh to date Philadelphia's 
KVW and YVF1L. Free & Peters and 
Petry — have already started to use 
\SI data in their selling. However, 
man} stations and reps told SPONSOR 
that they have no intentions now. or 
in the future, of using NSI data in 
making radio or tv pitches, for vari- 
ous reasons. Some don't like NSI; 
some prefer other research services: 
some are staunch hold-outs against any 
form of ratings research. 

Buyers who view NSI favorably do 
so for a variety of reasons. In most 
cases, their comments boil down to the 
fact that they were pre-sold on the 
kind of data that NSI provides as buy- 
ing and or selling tools, and that they 
admire Nielsen s thoroughness in re- 
search. A few admitted that they had 
bought NSI partially on the basis of 
faith and partially as a result of }ears 
of building successful radio-tv cam- 
paigns around Nielsen network data. 

Ty pical comments : 

"I think Nielsen does a good job of 
measuring local radio-tv in NSI. I'm 
sure the data on audience compositions 
and cumulathc audiences will help us 
pinpoint our sales approaches to local 
and national agencies, ' said Art Haley, 
manager of Boston's \\ OBL. 

"'It's been the policy of our agency 
to pick the best local radio-tv research 
sen ice. after thorough investigation. 
That's wh\ we chose NSI. Ultimately, 



NSI will pla\ a major role in our time 
buying, as its long-term trends be- 
come evident." said Jim English. 
Young & Bubicams radio-t\ research 
director. 

Broadcasters and reps who are criti- 
cal of NSI cited a number of reasons to 
SPONSOR for their attitudes. Mo-t said 
thev weren't convinced that the NSI 
methods of measuring local-level air 
audiences showed a true picture of 
radio listening or tv viewing. As shown 
earlier, the most frequently asked ques- 
tions concerned the methodology of 
the NSI research, particularly the priu- 
< iples of projecting the findings in a 
small sample to a large "univer>e. ' 

A few radio sales executives stated 
that their dislike of NSI was sharpened 
by the fact that they felt NSI. as a re- 
sult of its eontro\ erMal technique, 
made radio "tough to sell." 

NSI s research technique is not new 
to SPONSOR readers. A report on it, 
titled "New Nielsen local ratings plan,"' 
appeared in the 8 February 1954 issue. 
Although NSI was, at that time, most- 
ly in the blueprint stage, the picture 
hasn't changed substantially now that 
NSI is a reality. 

NSI is a local-level research ser\- 
ice designed to report the size and 
characteristics of radio and television 
station audiences on a quarter-hour ba- 
:-is. The technique is closely related to 
the familiar Nielsen national measure- 
ments of radio and tv audience size. 

But there are some important differ- 
ences between Nielsen radio-tv mea- 
surements at the national level and 
Nielsen checkups at the local level. And 
these differences have sparked most of 
the current controversies. Here step 
by ?tep is an explanation of the NSI 
technique with comments from the in- 
dustry and Nielsen. 

/. IHarios and meters: For his na- 
tional network ratings. Nielsen gets his 
data from an automatic recording de- 
vice he calls an Audimeter. These re- 
corders are hooked up to the radios 
and tv sets in the homes of his national 
t-ample. Approximately 1,200 Audi- 
meter homes report on national radio 
listening: approximately 750 of these 
Audimeter homes report national tv 
\ iew ing. 

Since thcf-e homes are spread 
throughout the country, Nielsen also 
uses Audimeter data in the NSI to 
report local preferences. But, since 
Audimeters are spread too thinly to 
maintain a high level of accuracy as 
far as individual markets are eon- 
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A. mazing how many Boston families take 
WEE1 to their hearts. Amazing and a matter 
of fact.* For WEEI is welcomed by more 
different families than any other radio 
station (network or local) heard in the entire 
metropolitan Boston area. 

And that goes for the morning period, the 
afternoon period, the nighttime period, total 
day and total we ek! Just look at the 
figures for WEEl's total week lead. WEEI 



reaches 88. 6 f . (virtually ( > out of 10) of 
all radio homes in the area . . . and is the 
only radio station reaching more than 
800,000 families (60,800 more than the 
nearest competitor)! 

Amazing indeed. Must be our magnetic 
personalities. For information about am of 
them (note sampler below), call CBS 
Radio Spot Sales or WEEI . . . the most 
listened-to radio station in Boston. 





MOIKiA N 11 A K K It 





r,. u. itiDi:ot T T 



*l oni* r\tuhli\hed fact 
hut thi\ iv flic hitvsl fr f rtt 
the Mt*»* Ctitmiltitn e Pitl\e 
\Uthcnce report on mcfrnpoltfan 
Ho\toti area Infers mi* 
tPulyv CPA 12 54, rchtiud 
March 7. /955J. 



' INDIANA'S 

SELL 

STATION 



NEW POWER! 
NEW SOUND! 
NEW SPOT — 
950 



WXLW se//s because 
Hoosiers ore sold on WXLW! 
And now, with on oil new 

5000 wotts of power, 
the finest sound transmis- 
sion in the stote, ond a 
new locotion on Indiana 
rodio diols, WXLW 
soturotes the stote's 
multi-million dollor 
centrol ond southern 
morkets. Down-to- 
du-k WXLW gives 
listeners whot they 
wont: music oil doy 
long ond news every 

holf hour. Yes, 
Indiano's top per- 
sonalities ond mike 
solesmen keep 'cm 
buying. More thon 
a million new 
Hoosier clients 
ore listening! 

TELL THEM 
ABOUT IT 
— ON 
WXLW! 




reined, more data is needed. That's 
why lie turned to the diaries. 

In the majority of \SI sample 
homes, which dont have Andinieters. 
residents are asked to record their lis- 
tening and viewing in diaries called 
Audi logs. Diaries are placed. Nielsen 
says, to cover ever) radio and tv set in 
the household, and to report the lis- 
tening of everyone over four years. 
Additional diaries are planted in auto- 
mobiles to record auto radio listening. 

Some critics of NSI have hopped on 
the diary technique as being the first 
fault of the new Nielsen service. Tom 
Flanagan, managing director of the 
Station Representatives Association, 
for example, summed up the feelings 
of many when he told SPONSOK: 

"Nielsen has panned the use of dia- 
ries for local radio-tv measurement, 
pointing out their limitations and hu- 
man errors. Now. he's using them. 
How can he possibly have corrected all 
the fault* in diary measurement?" 

In reply, Nielsen points to the fact 
that Audiineters. which he considers 
the last word in recording accuracy, 
ride herd as a "quality control" on the 
diaries, thus "adjusting" the data. 

Also, he points to a new Nielsen gad- 
get the Reeordimeter. This is a small 
electric device connected to the radio 
and tv sets in diary homes. 

Record imetcrs have two functions: 

( 1 ) They remind panel members 
every half hour that it's time to make 
an entry in the diary, using a blinking 
light ftvl or a buzzer and a light 
( radio) . 

(2) They act as a cross-check on 
diary accuracy. Each Reeordimeter 
has a sort of speedometer that records 
simple radio-tv "mileage"- -the num- 
ber of hours and minutes spent in lis- 
tening or viewing. Each day. diary 
keepers record the meter reading at the 
top of their diary pages. At the end 
of the week, they conclude their diary 
entries with a final meter figure. The 
diary figures are later clun ked against 
Reeordimeter "mileage" at Nielsen 
headquarters as a "quality control." 

The net effect of this, Nielsen feels, 
is that the Uecordimotor-plus-huinan- 
diary-keeper approaches the same re- 
search accuracy as the automatic Audi- 
meter home. 

" Thus," states Nielsen, "the Reeordi- 
meter is an instrument which provides, 
for the first lime, a sound basis for the 
acceptance or rejection of a diary, and 
which helps substantially to overcome 
the sources of error in ordinary dia- 
ries: negligence in making entries and 



inaccurate entries." 

Incidentally, the reward to panel 
members for keeping a diary for an 
eight-week period is $1.00 for a single- 
>et home. $2.00 for a multi-set home. 

2. The .XSI sample: As in his na- 
tional measurements. Nielsen uses a 
-mall sample projected against a big 
group to prepare the Nielsen Station 
Index. 

The actual number of XSI homes 
within the boundarie> of an NSI- 
defined market area vary with market 
size. Rut the usual figure is around 
200. more or les». In Philadelphia, for 
example. Nielsen used 220 diary homes 
and 31 Audhneter homes. In Boston, 
he used 20!! diaries and 24 Audiineters. 
These samples were projected against 
total counts of radio homes of over 
1.000.000 in both cities. 

The basic NS1 sample for each mar- 
ket is scattered around in a large multi- 
county area called "NSI Area." Each 
of these NSI Areas is portrayed on the 
front of the NSl report for the par- 
ticular market. 

According to Nielsen, the NSI Areas 
cover "substantially all of the viewing 
of this city's tv stations, as revealed by 
Nielsen Coverage Sen ice or alterna- 
tive sources." On the radio side, the 
NSI Area is said to cover a "very* sub- 
stantial portion of all listening to the 
larger radio stations'" of the city and 
just about all of the listening to the 
smaller radio stations. 

What happens if a station reaches 
outside of the NSI Area? Are radio 
stations limited by the outer reaches of 
the tv station in a city (as the NSI 
Area maps on the covers of the radio 
and tv reports would seem to imply) ? 
Is radio short-changed here? 

No short-changing occurs, says Niel- 
sen, because every NSI report also 
shows a station's total audience — 
wherever it may be. In any event, 
Nielson executives contend, even if the 
NSI Areas — and nothing else — were 
the sole source of listening/viewing 
data, thev are abead\ larger than the 
areas in which most other research 
services make their rating checks. 

.Many of Nielsen's critics, seeing the 
obvious Miiallness of these samples and 
the bigness of what they're supposed to 
measure, have stated objections in no 
uncertain terms. 

"\Vc\e long felt that the Pacific 
Coast Nielsen sample was inadequate 
to measure radio listening habits, and 
we feel that the much smaller sample 
for the Eos Angeles area invites an 
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5000 watts on 620 kilocycles 
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adio 

Sell the Nation's 
14th Largest Market! 

. . . use WGR's 
Salesmen of the Air 



THE KEATONS 

9:15 - 9:50 AM Mon. - Fri. 
Buffolo's only Mr. ond Mrs. Show. 
Interesting discussions of topics of the 
doy. Their "Stamp of Approval" on 
your product meons sales 

"550 SHOW" 

Storring John Loscelles 
12:15 - 2:00 PM Mon. - Fri. 
Noon time music, humor ond interviews 
Ideal show to reoch BufFolo housewives. 



PLUS 

Outstanding 5 ond 10 minute 
News ond Weother Spots 




6u!!ilu t eiHSV RAPIH Si,itign 
BuffalU. N.V, 



NBC Basic Alfiliate 

Representatives : 
FREE AND PETERS 



even greater po-*ibilitv of error, said 
\\ aid Ingrim. general manager of Los 
Angeles" KTIJ. "The only advantage 
which the radio industry can derive 
from XSl i> a possible determination 
to set higher standards, including larg- 
er samples and more accurate meth- 
od-."' 

Added the SRA. in a press state- 
ment. ''The Research Committe feels 
that the XSl system of measurement 
has the inherent limitations of other 
measurement systems marked hv a 
paucity of sample. ' 

Agency researchers question the 
projection technique from a somewhat 
different angle. The radio-tv research 
chief of one of the "big five"' ad agen- 
cies told si'o.nsok: 

i "I'm not at all sure the whole X'SI 
[ method i- sound. Sure, you can pro- 
ject, in theory, a small probability -am- 
ple against n big 'universe.' Hut the 
NSI sample mav he composed of 
homes all properl) selected to he a 
socio-economic cross section but who 
max general!) do below-average or 
above-average radio listening. XSl 
could thus be overstating or under- 
rating ladio or tv. Is Nielsen sure 
the sample i.- big enough to li<'k this?" 

The same question was echoed even 
more sharply by the radio sales direc- 
tor of a top New York rep firm, who 
asked : 

''Since the XSl sample is so small 
as compared to the size of what it's 
snposedK measuring, bow do we know 
that ihe homes in the sample aren't 
those who do a minimum of radio lis- 
tening and a maximum of tv? Ibis 
woidd eeitainl\ short-change radio and 
inflate tehvision if it were so. even if 
the homes were 'lepresentativ e' in oth- 
er w a\ s." 

A Nielsen executive in their New 
^1 ork office replied thiisly: 

"Ihe \S1 sample is a 'probability 
sample, sehx-ted on a random basis, 
thiee )ou get a sample of this sort 
and it lakes lots of time and mone\ to 
establish one what goes on inside the 
sample is projectablc to the big group 
\ on re measuring. 

"' \l the same time, what goes on in 
ihe 'universe" is al.-o typified b\ what 
goe- on in the probability sample. 
Procter \ (Gamble made some exten- 
sive research checks on their own to 
find (Hit how represenlative our sam- 
ples were in terms oj listening and 
viewing. Their research satisfied them 
lhat it was representative. We feel 
that a good probabihl) sample is rep- 



resentative of almost anything you se- 
lect including behavior patterns of 
ladio and tv timing, and listening 
tastes."' 

This, however, is not the end of the 
questioning on this point. 

Stated another research y.p. who 
serve- on the Advertising Research 
Foundation : 

"XSFs small samples and low levels 
of radio sets-in-use seem to result in 
some abrupt, unexplained shifts from 
bom to hour in radio broadcast audi- 
ences and audience compositions in 
the reports we've seen. Even if the 
method produces a statistically correct 
figure. 1 think we'll have to yvait until 
the figures sinoth themselves out into 
a trend before we can make much use 
of the figure- in buying decisions. ' 

Nielsens answer to the critics who 
question the reliability of bis small 
samples boils down to this: 

1. The homes in the reporting sam- 
ple are picked on a probability basis 
and are carefully checked on a- many 
as 20 variable factors to make sure 
they are "representative'' of an area. 

2. The size of the sample for XSl 
more than meets the AHF's minimum 
standard for local-level measurement 
of ' 'reliability at least as great as 
would be provided by unrestricted ran- 
dom samples of 400 locally." By using 
the rotating XSl sample over an eight- 
week period. Nielsen savs. XSl 
achieves "the statistical equivalent of 
well over 100 homes per quarter-hour 
of listening or viewing."' 

3. \\ hat Nielsen samples mav lack 
in sheer bigness, the research firm 
feels, is more than made up in their 
representativeness. According to XSl. 
all of the reporting homes are radio 
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"Wish the boss would advertise on 
KRIZ Phoenix— the louse!" 
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5 ff DIFFERENCE 

beiween 

PROMOTION and 

PROMOTION 



Represenled 
Nationally 
by 

THE 

HENRY J. CHRISTAL 
COMPANY 




At WSYR, customer service isn't just sizzle: it's part of the 
steak! The best kind of customer service is audience pro- 
motion. That's an important, planned function, the year 
'round at WSYR. 

Only WSYR in Syracuse maintains a full-time promotion 
department. There's always a special on-the-air promotion 
in progress . . . usually tied in with an important community 
service project, always building listener loyalty for WSYR's 
unmatched line-up of local and network programming. 

In 1954, WSYR used important display space in the daily 
newspapers every day to promote listenership for its fea- 
tured programs. 

News releases about WSYR programs and personalities go 
out regularly to all newspapers in a service area embracing 
1.5 million people. Merchandising aids go forth consist- 
ently to retail outlets which absorb this market's $2 billion 
buying power. 

WSYR's superior, productive customer service is another 
reason for WSYR's commanding leadership in Central New 
York. 

NBC in Central New York 
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homes A percentage of them, varying 
with local saturations, are tv homes. 
\inif are radio-only homes. Multi-set 
home;- are included "according to their 
proportion among all radio homes. 
Ml radios and t\ *<>(>. including auto 
radio* I hut not hattery portables) are 
< becked. 

I. Reporting homes aren't confined 
to metropolitan areas, as are those of 
other research services (notably Pulse 
and Hooper I. They are spread around 
throughout the coverage area of a 
city * stations. In the case of stations 
reaching far heyond a city, the audi- 
ence is caught and counted in adja- 
cent IN S 1 samples, or from the national 
studies. 

Sa\s Nielsen: "inSI's sample distri- 
bution is realistic and practical. Since 
the sample area is extensive enough to 
match the coverage of practically all 
stations, it never short-changes listen- 
ing or viewing. Consequentlv . reports 
give credit for all homes.' 5 

Would the figures change if the 
sample was many limes larger? 

"No." *avs the Nielsen firm. 

:i. I'mjevlabilHu: At a time in ra- 
dios history when every listener be- 
come* of value to those who sell radio, 
some radio executives have a gripe 
about the results of projecting jXSI 
sample*. 

Here's how the manager of a Phila- 
delphia station put it to sl'ONSOti ; 

' %, 1 on can't refute the fact that no 
mailer what program a *talion has on. 
there i* somebody listening to it. If 
YSI had started out with a tremen- 
dously large -ample and then progres- 
sivelv brought it down to the point 
where error started to show up. then 
I might have some belief in the ade- 
quacy of the sample." 

As proof of his point, the Philadel- 
phia radio executive cited the fact that 
the first NSI report gave him "no lis- 
teners whatever one quai ler-honr and 
then a tremendous number of listeners 
the next quarter hour." 

Nielsen officials agree that there's 
alwav* at least soiachodv listening to a 
nidio show on a local station. But von 
• an I pin down a handful of listeners 
accurately with any existing research 
service, they contend. 

In the NS1. Nielsen executives state 
thev compensate for the problems of 
shaving a sample down to a fine point 
bv establishing a minimum reporting 
I 'lrficie.% fonlintii's pa^r 1 10 I 
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Milwaukee radio-tv: "1-2-3-Shift" 

Here's the latest lineup of air outlets in brewing city 

Abbott and Costello doing their famous "Who** On 
First?" sketch have nothing on (lie timebuyer* and reps 
who discuss the Milwaukee radio-tv lineup. Tn the past 
few months. Milwaukee radio and tv outlet* have 
changed channels, frequencies ('all letters, affiliations 
and reps to the point where you can t tell the players 
without a program. 

TV: There u*ed to he four active Milwaukee tv chan- 
nel*; now there are three. 1 ni* spring. CHS TV bought 
Lou Poller"* thriving nhf-er. WCAN-TV (Ch. 25) for 
$551,000. Meanwhile. Poller ( and later CBS) acquired 
W OKY-TY's channel (19) and facilities. Now. the CBS 
TV o&o station is WX1X on uhf Ch. 19. Ch. 25. now as- 
signed to Poller, is dark. Hearst got in the act. bought 
out WTVW ( Ch. 12). two of who-e owners were two 
other Milwaukee radio stations WEMP and WFOX. 
Only tv station not affected: WTMJ-TV. first tv outlet in 
the brewing capital. 

Radio: Here we go "round again: WC.W Radio sold 
its facilities and frequency (5.000 watts on 1250 kc.) to 
WEMP. Then. WEMP (repped bv Headley-Re-ed) sold 
its vacated facilities ( 250 watts on 1510 kc. ) to a Texas 
group for a new station, \\ KIT (repped by II-R, not to 
be confused with Headley-Reed ) . W'Mlb. which is also 
seeking a tv channel nearby (and had competed for it 
with Hearst), protested the WRIT deal to FCC. WCAV 
Radio, as such, is off the air. WEMP. under Hugh 
Bo ice's management, is spending $125,000 on improve- 
ments. WOKY Radio, meanwhile, has gone independent 
(music and news) and has a new rep (Boiling). 

The dust has settled: here's the lineup: 
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poking f e room 

° r more Sood company! 

Bob Maxwell so successful, 

WWJ adds another half hour 

Good news for the umpteen advertisers who have been standing in line 
to get on Maxwell's busy bandwagon. There's room for you now! Detroit's 
favorite rise-and-shine man opens shop at 6 A.M. and stays on the job 
till 8:45. 

This extra half-hour just had to come because Maxwell does such a terrific 
job of getting advertisers' messages into so many homes and into so many 
cars during Detroit's peak traffic period. 

Better hurry to get on board. If past performance is any guide, this new 
half hour will be completely spoken for in no time at all. Phone, wire or 
write your nearest Hollingbery office or WWJ direct. 



DETROIT 

AM-950 KILOCYCLES— 5000 WATTS 
FM— CHANNEL 246-97.1 MEGACYCLES 




Basic 




Alfilioie 



Associate Television Station WWJ-TV 



WORLD'S FIRST RADIO STATION • Owned and Operated by THE DETROIT NEWS • National Representatives: THE GEORGE P. HOLLING&ERY CO. 
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THE SPOTLIGHT'S ON 

NANCY THOMPSON 

IN THE 
EVANSVILLE MARKET 




Every survey for (8 months shows 
Nancy Thompson "tops" as the 
TriStatcs No. 1 homemaker. 
(NOW, exclusively on WEHT. 
Participations Available > 



y REPRESENTED 

Nationally by Regionally by 

MEEKER TV, Inc. ADAM YOUNG 



SI. Lovh, Mo. 



WEHT Channel 50 

CAPTIVE* 

KGVO-TV 

MISSOULA, MONTANA 

*Beccuse of its uniqje geographical 
location, only KGVO-TV ... and we 
mean ONLY . . . airs an acceptable 
signal into this stable area having more 
than $133,900,000.00 retail sales. Di- 
versified economy including agriculture, 
lumbering, manufacturing, University 
and government workers makes these 
9 coumies. 

IDEAL AREA TO TEST YOUR 
SPOTS' "SELL"-ABILITY 



* >. KICMUT IIUVKION IMTINNt 

IT, il» *■-»»• c'd 

60,000 WATTS 

KCVO-TVtoi 
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level. That is. if the projections from 
the sample show less than a gix en num- 
ber of homes tuning a show on a sta- 
tion, the final NS1 report just shows a 
sxmbol. "^." This symbol, as ex- 
plained in the footnotes, means "Be- 
low the minimum reporting standards 
or off the air. " 

In Philadelphia, for instance, the 
rut-off point is around 6.000 homes 
l based on the projection from the >am- 
ple i . In Boston, it s around 3.000 
homes. Other markets are comparable, 
the figure being larger or smaller de- 
pending on the total homes in the 
market. 

Hut bmers and sellers, as the Phila- 
delphia executive s statement points up. 
are often puzzled b\ the process. Ac- 
cording to NSI, many radio programs 
on many radio stations ho\er close to 
the cut-off point for hours on end. If 
I hex drop below the cut-off. the re- 
port shows the " — " symbol, instead of 
a home- figure. 

"But. unless you read the fine print, 
it gi\es the impression that several 
sta'ions in a number of NSI-covered 
markets have at various times of the 
da\ no audience at all." a few station 
men sax . 

One wax to explore the research 
territory below this cut-off point, Niel- 
sen researchers sax. would be to in- 
crease the sample many, main times, 
lint, thex add. it would run the costs 
of N>l I already considerable I sky- 
high and prow xen little. Few adver- 
tisers, the Nielsen men sax. care about 
pinpointing a handful of listeners re- 
gardless of cost. 

I. "f|ii«fi»t| rontrot": In some wax s, 
this step is the most controversial in 
the mrthodologx of NSI. 

1 1 1 is. briefly, is how the Nielsen firm 
('escribes it : 

1. Indhidna] diary pages are 
checked against the total hours of dial- 
ing "mileage as shown by the Ke- 
(ordimeteis honked to the sets the dia- 
ries are reporting on. Those diary 
pages that don't fall within a "rea- 
sonable standaid of accuracx " are re- 
jected. (See below for details.) 

2. The \ndimetcrs. which Nielsen 
considers more accurate as impartial 
indicator- of "tuning, plax a role in 
further processing of diarx data. 
Matched samples of diarx homes (from 
an area I and \iidiineter homes (from 
a region I are compared. Diarx data 
that wanders off from the \udimeter 
data i- then ailju-ted possiblx falling 



somewhere between what the diary 
states and the Audimeters state. 

The result, according to NSI, is 
"substantial improvement in accuracv 
of listening and viewing records, and 
station reports that reflect a minimum 
of human error." 

Criticisms of this technique usually 
take the form of gripes about the na- 
tional Audimeter sample, stating that 
it doesn't measure today's multi-set 
homes properly, or that it misses out- 
of-homc listening. 

States the v. p. and general manager 
of a \\ est Coast radio station: 

"\\ ith the increasing tendency to- 
ward radio sets which are smaller, 
more portable, and in use wherever the 
listener max be. it becomes increasing- 
Ix difficult to measure radio listening 
by methods which involve the use of 
equipment which must he attached to 
the set or diaries which are purported 
to reflect the use of that set wherever 
it max be.* 

Added the radio research chief of 
one of the two major radio networks 
looking at the problem from another 
angle : 

"Fast research has always indicated 
that odinan diary-keepers behave dif- 
ferently during the period in which 
they are keeping their diary. I sually, 
they are self-conscious and may do 
above-normal listening. This max mean 
that Nielsen wdl have to throw out 
such a large percentage of diary pages 
in some markets that the effective 
sample is reduced below the acceptable 
levels of accuracx. ' 

Nieben executives argue all of these 
points. 

First of all. they say. the Audimeter 
sample today is measuring multi-set 
homes properh, as far as in-home 
listening is concerned, and is indeed 
the proper gauge against which to 
mea nre diarx pages. In NH I s present 
national \udimeter sample. 56^ of 
the homes are -ingle-set radio homes. 
31 '? are two-set homes, and 13 r r are 
tliree-or-more-set homes. All radios 
are connected to Audimeters. except car 
radios and outdoor portables. The 
ninlti-set homes ( 1 l r r of sample) are 
closelx in line with A UK's I .S. figure 
I bVr of I .S.I. Nielsen points out. 



$99.00 INVESTED in the 

NASHVILLE, TENNESSEE 

NEGRO MARKET 

SOLD $3,500.00 in appliances 

v.* WSOK 
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It's 
Easy 
When 
You 
Know 
How! 




^etdca and 

STATIONS 



KANSAS CITY: KCMO Radio & KCMO -TV ,»,«,,„ 
SYRACUSE: WHEN Radio & WHEN -TV , h , K ,„ 
PHOENIX: KPHO Radio & KPHO-TV fc K .„ 4w 
OMAHA: WOW Radio & WOW-TV MM ( ' 

Affiliated With BelterHOmeS and fe $ [ Ul Mogozinoc 



and Gardens 



Farming 
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FIRST 

IN 

PUEBLO 

COLORADO 

KKTV 

CHANNEL 11 

FIRST IN 
COLORADO 
SPRINGS, TOO 

Covering Colorado Springs and Pueblo 
for CBS, ABC, and DuMonl 

television networks 
NATIONAL SALES OFFICE 
KKTV, PUEBLO, COLORADO 

Repreiented by GEO. P. HOLLINGBERY 

El Paso 



ttHOb-T* 



I a big market 

iELPASOl ■* 




in a big state 



What a market! El Paso is the 5th 
largest city in Texas . . . center of 
the largest retail trading area in 
the nation. 

What a stat ion! From its mountain- 
top antenna, KROD-TV covers this 
vast area , and sells and sells 
and sells 

Ask your Branham man , , , about 
El Paso . about KROD-TV. 



CHANNEL 4 

EL PASO texas 

CBS DUMONT ABC 



Art to v. th moo-e^o vr <5cy\iw 

O.'ini'd 0 Off rMpH b F Pa<o Tim^s Inc 



Mp. K*MqhHt bt tfc* CUMHAM CflMFAklf 




Secondly, diaries and Roeordimeters 
are planted to measure auto listening 
(although there"? no Audhneter con- 
troh. Nielsen states. Research execu- 
ti\es also point out that all research 
on out-of-honie listening shows that ear 
radios account for 00 to 73' , of it. 
and In far the largest single chunk in 
terms of general '"location' of outdoor 
listening. 

Ihirdh. the diaries processed so far 
have heen kept with a high degree of 
accuracy. Nielsen executives sav . "We 
gi\e diary homes a 'dry run* -week, 
during which rejection of pages may 
he as much as 20 or 25 r r at first, hut 
diary keepers quickly get the hang ot 
it. B\ the time the) "re in their eight- 
week reporting period, the rejection 
rate averages out to roughly or 6 r < 
of all diar\ pages turned in." 

I he throw-out formula, according to 
a Nielen executive is fairh complex, 
and works on a sort of sliding scale. 
"If a home listens for only an hour a 
da) according to its Recordimcter, we 
might allow them. sav. a 2r>" f leeway 
in diarv pages since it involves only a 
quarter-hour per dav error. However, 
we couldn't allow a home that listens 

10 hours a day the same margin, since 

11 would mean a couple of hours in 
error. We therefore have a sliding 
scale between these extremes, so that 
a 1 0-hour home may only bo allowed 
one or two percentage points of lee- 
way. Different amounts of listening 
will land you at different points along 
this scale. 

"'However, diaries used so far have 
proved to have a high degree of 
accuracv in 'quality control' checks, 
so the question is somewhat academic. *' 

Illicit <#i«» rppnvts show; In the 

final printed reports, issued at the rate 
of from 12 tv reports and »ix radio 
reports per veai (New ^ ork I on down 
to two each of radio and tv reports 
(New Orleans. Louisville. Birmingham 
etc.). there is a considerable amount 
id time buying information. 

Listening oi viewing is reported in 
terms of program audience size, in 
I ."i-niinute periods. 

Rating figures, as such, aren't shown 
in the reports. Vccording to Nielsen, 
this is deliberate; the research firm 
feels (righllv enough, admen agree) 
that comparisons of percentage ratings 
are not as meaningful as comparisons 
of the si/e of audiences in terms of 
hundreds of homes and people. Ratings, 
however, can be computed for those 



who want them — from a table. 

In NSI reports, an "Auto Plus'' 
figure — -a quarter-hour figure showing 
the percentage of car radios in an area 
using radio — are reported. This figure 
was not included in the first four NSI 
reports — a fact that brought a howl 
from many stations who slant their 
programing at the motoring audience. 

(The appearance of the figure in 
later reports, incidentally, won't solve 
all the problems either. The auto 
figure i* an over-all one. showing the 
level of total listening. It isn't broken 
down h\- stations. Other research, such 
as Pulse out-of-homc checks, will 
probably be used by agencies and/or 
stations to attempt a division of the 
"Auto Plus.'") 

Detailetl data in the reports includes: 



1. 



A "homes-using-radio I or tv 



figure, better known as sets-in-use 
among buyers, covering listening or 
viewing to local stations and to all 
stations in NSI Area. 

2. The perdiroadcast audience (in 
terms of homes) within and outside of 
the basic NSI areas timing a show on 
a station. Savs Nielsen: "By providing 
this figure two wa\ s. for the NSI Area 
and then for the Total Area, distinction 
can be made between the audience of 
interest to local retail adverisers and 
the entire audience of the show for a 
national spot advertiser, " The reports 
also enable stations to compute audi- 
ences within central metropolitan areas. 

3. The four-week cumulative audi- 
ences. Even though the trend lately 
has been to short-term radio cam- 
paigns, this is a useful buying tool. 
Nielsen feels, since a show may pile 
up a big cumulative audience, due to 
turnover. 

4. The number of times a program 
is heard hv the average home in a 
station's cumulative audience. This 
figure gives a measure of the loyalty 
of the audience, and enables an adver- 
tiser to check the frequency with which 
his impact is achieved. 

5. Share-of-audicnce. This, says 
Nielsen, is a '"further reflection of the 
relative competitive strength of the 
program against those of other local 
stations in the NSI Area." In short, 
how hig a hunk of the available audi- 
ence for radio and tv a particular 
program has captured. 

6. Audience composition; listeners- 
per-hoine. This is the point at which 
"homes figures can he translated into 
"people". Percentages of men. women, 
teen-agers and children are given. ++* 
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Did you up periscope ? 



You certainly did — and you can surface now. And for all the hundreds of Advertising 
Council campaigns you've launched since Pearl Harbor, you deserve a WELL 
DONE. The results on just the four below show a clean sweep. For a group of 
volunteers — agency account men, writers, artists and media people — you are a staunch 
crew. You have helped torpedo some of America's pressing problems and brought the 
Ship of State through some rough waters. But the Ship is not in port yet, so stand by. 





Encouraged all Americans to 
attend church or synagogue of 
their choice by appealing to 
parents through their children. 




Explained how our American 
system of free enterprise grew 
and how the U.S. standard of 
living became the highest. 



r 



Warned people not to gamble 
with fire. Created Sparky to 
interest and educate children in 
fire prevention. 



ENGINEERS 




Stimulated youngsters in 
high school to prepare for 
rewarding careers in en- 
gineering and science. 



The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y. 
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Air T'raius Network 



DAYTON 
COLUMBUS 
SPRINGFIELD 
ASHLAND-HUNTINGTON 

BUY... 

2 — get 5% discount 
3 or 4— 10% discount 

IT SELLS! 



for ACTION, call: 

Any or Pat Williams 
H-R WING 
Office Dayton, 0. 

HE 3773 



— '.Triiv'V/Vi'.-" 
iniiiiihi 

WCMI 


WING 

> 

EJWIZE] WCOL 









Nniv it cn.sts less 
in still 

MINNEAPOLIS 
ST. PALL 

Maximum power at minimum 
cost — choice availabilities. 



316,000 
watts on 
Channel 9 




TOP TIMEBUYERS 

i Continued jrorn page 'M) 

more often one of circulation, either 
announcements, produced in New York, 
or syndicated film in which commer- 
cials are produced in .New ork." 

"There's a philosophy underlying 
Inning that hinges upon the media 
philosophy of an agency," sa\s another 
member of the panel. "However, be- 
yond that point, the particular client's 
philosophy exerts a strong influence 
like the soap companies with their 
tendency to work by slide rule."" 

Avoid prejudice for one medium. 
Listen with an open mind to the agen- 
cy s media recommendation. Just be- 
cause you or your main competitor 
have used a particular medium in the 
past, doesn't mean that it's the only or 
even the best way to pul across your 
sales message. 

"1 understand that there are some 
clients who still think that tv is more 
glamorous than radio, ' says Ronton & 
Bowles' Paul Benson. "They sometimes 
don't realize that radio can do an ef- 
fective job more reasonably for a prod- 
uct devoid of visual or demonstration 
appeal." 

"Radio, for example, should certain- 
ly be given every consideration in the 
basic planning of media," comments J. 
Waller Thompson's Anne Wright. 

"If a client is prejudiced for one 
medium, he may blind himself to the 
job another medium could do for 
him," says Y&K's Martin Murphy. 
(Y&R, of course, has been the leader 
among agencies in the trend toward 
integration. All Y&R buyers buy all 
media, not only radio-tv or print. For 
details about Y&R media organization, 
see SPONSOR 9 August 1954.) 

From his vantage-point, Murphy 
feels that an all-media buyer is a more 
reliable source of media recommenda- 
tions. "The buyer shouldn't be pitch- 
ing a particular medium. lie shouldn't 
he partial. That's the job of the sell- 
er, he says. 

(Virtually the opposite tack is taken 
by those media men who feel that buy- 
ers should be specialists in their own 
media, necessarily partial to air media. 
K&F's Phil Kenney feels that speciali- 
zation on the buying level makes for 
belter media thinking. "Buyers have 
to think more competitively when they 
specialize in time or space," says Ken- 
ney, "because they have to make a 
strong case for the medium I hey buy 



to convince the client. An agency is a 
secondary salesman for media.") 

«»• Provide three lengths of tv film 
commercials for your buyers to give 
them flexibility. Yon mav feel that 
you'\e got to have a minute to tell 
your copy story, but it s often impossi- 
ble to get anything bul 20"s at a decent 
hour. Or. you've planned on reminder 
copy all along, but some good minute 
availabilities open up that would 
round out your schedule. It's difficult 
to clear a national spot tv campaign 
with only minute or only 20-second 
announcements. 

"One of the most difficult things to 
buy in television, as you are aware, are 
good nighttime 20-second spots," adds 
Louis Nelson of Geoffrey Wade Adver- 
tising in Chicago. "We feel, inciden- 
tally, that new availabilities, as they 
open up. should be offered to current 
advertisers and not resold by the sta- 
tion to attract new clients." 

Consider buying tv programing 
as well as announcement campaigns. 
There's a degree of inertia among some 
advertising managers, buyers observe. 
Once they've had a good season with 
spot tv. they hate to look into program- 
ing. Or. vice versa, if they've had 
good sales results from local program- 
ing buys, they shy away from an- 
nouncements. Yet, the factors that 
helped make last year's campaign a 
success may have changed consider- 
ably. 

"There's need for more program de- 
velopment, more creative thinking in 
terms of combining program and an- 
nouncement schedules," savs Anne 




"Now that KRIZ Phoenix broad- 
casts the baseball scores every half 
inning, this would have to occur in 
the afternoon." 



FOSHAY TOWER 

MInntapoJfi 
B*pt*t**t*4 NatloncllrtijrH'R TELEVISION. INC. 
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Wright. 

"I'd like to see more qualitative re- 
search," says George Polk. "For ex- 
ample, what's the consumer opinion of 
an advertiser sponsoring a spectacular 
vs. a weekly show, when both have 
equivalent audiences? Or the differ- 
ence in effectiveness of a commercial 
next to a network show compared to 
a local participation?'' 

7. Dorit set your sights on one type 
of station only. There's simply no 
generalization about the character or 
power or affiliation of a station that 
supplants judgment in individual mar- 
kets. And if your local distributors 
gripe, take up the complaint with your 
agency. You're likely to find that your 
timebuyer had excellent reasons for 
choosing the station and time he did, 
over the station and time your dis- 
tributor might have suggested. 

"We have a standing policy of ask- 
ing for avaihihilities from all radio or 
tv stations in a market," says B&B's 
Paul Benson. "In that way, we're not 
likely to overlook a good buy. And a 
good buy can come up on any station. 
For example, if a product is strictly 
urban, you're not likely to use 50-kw. 
because of waste coverage. On the 
other hand, that may be the most eco- 
nomical way to get circulation for a 
broadly distributed product." 

"The uninformed frequently assume 
major network affiliates are best," says 
Anne Wright. "But it's the job of a 
buyer to point out which availability 
can do the job. This means reviewing 
carefully every availability each sta- 
tion has to offer." 

"Fixations about network affiliations 
are as blinding as fixations about cer- 
tain time slots," says FC&B's Art Par- 
doll. "We've found that nighttime ra- 
dio can be a terrific buy, either on a 
saturation plan or even with a half- 
hour program. There are too many 
variables in advertising to generalize 
about stations or times." 

"I believe station salesmen are too 
inclined to say 'We know we've got 
the biggest share of audience,' " says 
Aubrey Williams of Fitzgerald Adver- 
tising Agency in New Orleans. "Then 
they have nothing to back up their 
claims. Nonetheless, I get information 
from them to back up my buying de- 
cisions: coverage, station history, rat- 
ings, adjacencies and general type of 
programing done by the station." 

8- Give timebuyers enough leeway 



to make their own decisions. If you 
let them know what vour sales and dis- 
tribution patterns are, inform them 
about your campaign aims, competi- 
tive situation and copy story, the time- 
buyer can make the best choice among 
availabilities on a inarket-to-market 
basis. The more you tie him or her 
down to a pat set of rules, the less 
likely you'll be to get the most effec- 
tive buy for the money. 

"Generally, if one can generalize in 
this business at all, three radio an- 
nouncements a week aren't enoush to 



make a solid impression.' sa\> Bill 
Kennedy of Ted Bate* & Co. "It w ould 
be ridiculous for an advertiser to >et 
down as a rule that he wants three 
radio spots per market. But as part of 
a total picture with all other media, 
three announcements could do a fine 
job in some markets. There are a num- 
ber of variables: in a one-station mar- 
ket one or two announcements have 
far more weight than in an eight-sta- 
tion market. By the same token, the 
shorter the campaign, the more expen- 
sive and intensive it should be." 



Obviously 
OUTSTANVINC . , . 



WMBD PEOPLE 
MAKE THE 
DIFFERENCE! 




Emil "Farmer" Bill, Phil Gibson, Johnnyc 
Rayburn and Hal Sundbcrg. 



SPECIAL JOBS NEED SPECIAL PEOPLE 

The 4 people on the News Staff of WMBD devote their time EXCLUSIVELY to 
gathering, editing and broadcasting news. These specialists are only a part of the 
staff of 44 full time people at WMBD, the only LIVE TALE-NT radio station in IVona. 

MARKETS MAKE A DIFFERENCE, TOO! 

Peoria is the NUMBER ONE MARKET IN ILLINOIS ourside Chicago. LARGER 
than the Quad Cilies . . . Kockford ... or Springfield. WMBD dominates this 
rich Peoriarea industrial and agricultural market: 

79th MARKET IN AMERICA 
534,762 POPULATION 
127,870 RADIO HOMES 



See 

Free & Peters 
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PEORIA 

CBS Radio Network 
SOOO Welti 
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For Southeast Connect! tut 
And Western Rhode Island 



REPRESENTATIVES- 




0P«iAn.MUM254 



TRIED by a 
10 MAN "JURY 




Yes, 10 of the current accounts 
on Bob Trehor's "DAY 
BREAKER" Show have been 
sponsors for 3 or more years. 
Several for A x /l years on this 
5-year-old show. 

The verdict of this 10-man 
jury is justified! From morning 
to night WVET gets results 
in the Metropolitan Rochester- 
Western New York Market, 
3rd largest in America's first 
State. 

5000 WATTS 
1280 KC 




BOB TREBOR 



IN ROCHESTER, N. Y* 



Represented Nationally by 
THE BOILING COMPANY 



"At K\E we ask to get lull responsi- 
hilit) in buying, without having to 
clear individual announcement* with 
client.-." Phil Kennev told spoxsok. 
"Before this system was worked out, 
there were some 10 to 12 step? in- 
volved in securing a particular an- 
nouncement, from the original requests 
for availabilities from reps to the. cli- 
ent O.K. to the confirmation from the 
rep to the station and back again. You 
can see how a client might lose some 
hot availabilities because of the tinie- 
consuniing red tape involved in clear- 
ing it." 

"There has been a trend toward par- 
tial integration at this agency over the 
past three years," says McCann-Erick- 
son's Thad Kelly. "This trend has in- 
creased the individual buyer's respon- 
sibility." 

'*»•«.'/ »•«•**: On the whole, timebincrs 
felt that there had been great progress 
in the development of a closer work- 
ing arrangement between buyer and 
client. 

For one thing, timcbuyers at some 
agencies are getting more involved in 
the selection of markets. They tend 
to get in on a campaign at the early 
planning stages, rather than working 
from a preconceived market list hand- 
ed to them by the account men. 

''I can recommend the addition of 
markets where sales warrant advertis- 
ing and where outside stations provide 
insufficient coverage," says Helen Sten- 
son of Foote, Cone & Belding in San 
Francisco. 

"Our buyers do get involved in 
choosing markets," says 1*111 Kennedy 
of Ted Bates. "They meet with group 
heads and with the account executive 
when the budget is up for presentation 
to the client and they make recommen- 
dations." 

" Fbe media department gets a prod- 
uct strategy statement from the account 
group telling him the objectives for 
the coming year." savs B&B's Paul 
Benson. "This statement tells of sales 
and distribution problems and aims. 
On the basis of it. the media depart- 
ment with the Inner contributing ac- 
tively makes up a media strategy state- 
ment, which outlines the media to be 
u-cd to accomplish the product objec- 
tives and the reasons for selecting 
those media. ' 

"There's been a big change in time- 
bin er statu* o\er the years," savs an- 
other member of sponsor's panel. " \ 
number of wars ago. markets were 



pre-selected by the account group and 
client with no relationship to media. 
Now the media people are in on plan- 
ning and selection. We ne\er knew as 
much about a client and his distribu- 
tion and product problems as we do 
today. Integration of print and air 
helped bring about the increased status 
of buyers." 

"At this agency, the buyers have al- 
ways been in on early plans," says 
K&Es Phil Kenney. "It's the account 
group as a whole that makes market 
selections, and the account groups in- 
clude the a e. representatives of each 
department including the buyers. ' 

"Market selection is made by our 
plans department." says N. W. Aver s 
Chuck Wilds. "The plans department 
(no relation to a plans board) is com- 
posed of 30 or 10 people who are in 
effect the media directors. Our buy- 
ers choose stations, or recommend 
market switches, but by and large, it's 
the plans department that makes de- 
cisions based on recommendations 
from buyers." 

But ouside the bigger agencies the 
account man still tends to supervise 
even media decision. 

"The markets in which our clients 
advertise are usually selected by the 
account supervisor, a e and media di- 
rector based on sales potential of the 
client." says Mary Elizabeth Loeber of 
Brisacher, Wheeler & Staff, San Fran- 
cisco. 

"Choice of markets is made by the 
client with the a e according to dis- 
tribution and sales." savs Evelyn Van- 
derploeg of Arthur Meyerboff & Co., 
Chicago. 

St'tirnrli rtraratices: Another fac- 
tor that seems to have added to the 
stature of the timebuyer is their role 
in handling of tv network clearances 
as well as spot radio and tv. 

"Knowing station people personally 
is important, particularly on network 
clearances." ^a\< Dancer- Fitzgerald, 
Sample's Bob WuHhorst. "Of course, 
we work primarily through the net- 
works, however, there are times when 
personal acquaintance and contact with 
individual station managers helps clear 
a station." 

It is network clearance problems 
more than anything el*c that have tak- 
en buyers around the country. A time- 
buyer from one of the top five agen- 
cies traveled from station to station a 
few months ago showing films to sta- 
tion managers in order to convince 



Parfraif by Fabian Bachrocb 



Bell Aircraft has 

13,000 payroll savers 

"From every point of view, the purchase of U, S. Savings 
Bonds contributes to the soundness of our economy 
and to the individual security of our citizens. I am proud 
that at Bell Aircraft our employees are helping to 
strengthen the national economy and their own future 
security through the Payroll Savings Plan. 

"In a recent campaign Hell employees achieved a 
record of nearly 99% participation in the Payroll Savings 



Plan, bringing to 13.000 the total number oi' our em- 
ployees who are saving systematically through the 
regular purchase of Savings Bonds." 

LARKY HELL, Prrsittrnl IMl .lirerufl Corfioralian 

If your company does not have the Payroll Savings 
Plan, or if you have the Plan and employee participa- 
tion is loss than 50% — net in touch with Savings Bond 
Division, U. S. Treasury Department, Washington. D. C. 
Your State Director, U. S. Treasury Department, will 
be glad to help vou install a plan or show \ on how easy 
it is to build employee participation in your present plan. 



The United Stales Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 

SPONSOR PUBLICATIONS INC. 
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f WHBF ^ 

CBS FOR THE QUAD-CITIES 

"Your Best Buy 
Since 1925" 

As one of the nation's pio- 
neer stations, WHBF radio 
has for 30 years progressed 
with the desires of its grow- 
ing audience — WHBF-TV 
since 1950. Both offer you 
the experience, power, popu- 
larity and audience for suc- 
cessful selling in the pros- 
perous Quad-City market. 

Les Johnson, V.P. and Cen. Mgr. 




WHBF ™ 

TUttt NIRMNG, I OCS BUND, ILL) MO IS 
t«pri!»l|d iy A • try-It it«««l, Lit. 



EVEN SAMSON? 

SAJilSnX WAS a mighty man, 
his strength beyond compare. 
Tliat was until Delilah 
took the scissors to his hair. 
But say she hadn't cut it 
and his strength was ten times ten, 
still we donht he'd he as strong 
as the signal Iron) W P I X. 
\Y I'l N's dear channel signal covers 
the eleven county area of the. West 
Cntfft of Florida completely, giving 
advertisers a market of 790,300 
people every day with a buying in- 
come of $0S!),fi 40,000.00. This 
dominant Independent music and 
news station is the West Coast of 
Florida's best daytime radio buy. 
. . . That's why more local adver- 
tisers prefer Wl'IX, 

WPIN 

fWi f'lenr f'liannel 

Offices and stii'lioH in the 

Koynl I'alm Hotel 

St. I"cterHlii/rg, Florida 

IJcpri'Sfiiti'd Xiitionally l>y 
Indie Sales, Inc. 



them to clear the time for the new net- 
work film series. Buvers trenerallv 
agree that while the network tv clear- 
ance situation is easing up with the 
opening of new markets and addition 
of tv stations, the clearance problem is 
nonetheless still present. 

A member of the panel who is head 
of lime buying at one of the larger 
agencies added that bis buyers try any 
one of five techniques to clear net- 
work programs over tv stations: (1) 
through network channels; (2) with- 
out networks; (3) by sending a bar- 
rage of letters and telegrams; (41 
sending men into the field; (5) send- 
ing station managers reminder gifts lo 
promote the show. 

Most buyers agreed that trips into 
problem markets and new markets are 
very helpful not only with the particu- 
lar schedule thai thev may be placing 
then but in their relationship with the 
stations in that market from then on. 
"I used to sell time before I bought 
it." said another buyer, "and 1 11 say 
this candidly if a good schedule 
opened up on one of our stations, I'd 
offer it first lo the buyer who was a 
particular friend of mine, regardless 
★ *★★★★** 

''Today, commercials represent the 
initial education received by millions of 
children, tv being the instructor. Creat- 
ing wants among .sales resistant adults 
is quite different, but whetting the 
desires of youngsters has exciting long- 
range possibilities, occurring as ii does 
during the formative and malleable 
period." 

LESTER RAND 
/'resident 
Youth Research Institute. 

******** 

of the total billing he or bis agency 
controlled. That's why I like to have 
all our buyers see every rep and sta- 
tion man who conies to see them. This 
business is built on personal friend- 
ships.'' 

There's considerable difference in 
the bundling of good lime periods of- 
fered to individual buyers. In some 
of the top agencies a Inner informs 
the head buyer of new schedules avail- 
able, whether be himself buys them or 
not. In this way, other clients in the 
agency get a crack at the availability 
before someone outside the agency 
does. In other agencies, I he buyers 
within each group act as autonomous 
and virtually competitive entities: an 
availabiltiy rejected by otic has to be 
offered separately to another. 

"It's important for buyers to go out 
and see radio and tv stations," says 
Cunningham & Walsh's Jerry Feniger. 



"That's the best way to evaluate the 
character of a station and its effect 
and influence on the town it's in." 

At most of the agencies surveyed, 
there s the beginning of a system for 
developing good timebmers. In some 
agencies, a day's tour of radio and tv 
stations is part of a program of train- 
ing new people for the media depart- 
ment. One agency has a training pro- 
gram for radio-tv time buying that en- 
compasses 10 areas of study to be 
covered in a matter of weeks, includ- 
ing ( 1 "I study of Standard Rate & 
Data, (2) study of contract forms; ( 3) 
study of radio and Iv coverage: (4) 
radio and tv station reps, their func- 
tion and use lo the timebuver; (5) 
selecting a time period, network and 
spot: (6) reading trade papers, refer- 
ence material including network pres- 
entations: (7) discussion of station 
relations; (8) tour of stations. 

"The media man is increasingly im- 
portant in planning." remarked the 
head buyer of a top radio-tv agency. 
"Ambitious buvers used to look to- 
ward account work in terms of getting 
ahead. Today, they have a better 
chance of moving up right in the media 
department." * * * 
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Covering uie cnUrc 
Herlhwe&t Irom Spokane 



DALE 
STARKEY 

NOW ON KGA 



Emcee and entertainer of 
stage, TV and radio, Dale 
is truly one of the great 
masters of ad-lib. 

A warm friendly personality 
Dale has built KSA's listen- 
ing audience into a vast 
buying multitude. 

The 

Dale Starkey Show 

dally on KGA 
8:45 to 9:15 A.M. 

Reps.: Everett-McKinney, lnc| 
New York, Chicago, 
Los Angeles, San Francisco 



Box 141 - Spokane, Wash. 
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40 E. 49TH 

(Continued from page 17) 

ADVERTISING INFORMATION 

As you undoubtedly know, our 
membership is comprised of approxi- 
mately 1.000 newspapers in the United 
States and Canada and among other 
things, it is our job to keep them in- 
formed as best we can on the various 
activities in the advertising field. 

At the present time I am thinking 
of sending our members periodic bul- 
letins having to do with television and 
in tbe first one 1 would like to in- 
clude the table entitled "The Facts 
About the Rating Services" which ap- 
peared in your 12 July 1954 issue on 
pages 198 and 199. 

If you would be good enough to 
grant me permission to reproduce this 
table giving proper credit, of course, 
I should appreciate it greatly. 

William G. Bell 

Director of Research 

Bureau of Advertising of the Amer. 
Newspaper Publishers Assoc. 

New York 

• SPONSOR Is <lelish»«I lo grant the- |M-rmi»- 
(•ion rr«lM**s.*4"d I»v rratler Hell, 



GETTING AROUND 

I thought you w ould be interested in 
just how SPONSOR gets around among 
people interested in radio and televi- 
sion. 

Early Wednesday morning my copy 
of SPONSOR with my name on the ad- 
dress ticker was lying on our office 
desk when Walter Damm headed for 
the airport to fly to New York. Not 
having seen SPONSOR he picked it up 
and took ft with him. It was more 
than a normal trip since he hovered 
over New York for better than two 
hours waiting for the fog to clear up, 
so it is safe to say that SPONSOR had 
a thorough reading. This particular 
flight finally sat down in New York 
and the ship was serviced and turned 
around to head baek to Milwaukee. 
Thursday morning, Jerry Feniger of 
Cunningham & Walsh walked into my 
office on an appointment made by tele- 
gram and after a perfunctory greeting 
reached into his briefcase, pulled 
out a copy of SPONSOR and said, 
"thanks for the use of your magazine." 

It developed that Jerry boarded the 
Stratocrniser in New York Wednesday 
night for his flight to Milwaukee and 



found the copy that Walter Damm had 
left in tbe magazine rack. Jeri\ picked 
it up, noted m\ name on the co\er and 
after his initial surprise, made good 
u>e of the book on the way to Mil- 
waukee. 

1 thought it wa< an interesting bit 
of coincidence from which you might 
get a kick out of the way sponsor 
gets around. Eiy the way. 1 have read 
it too. 

H. G. WlWIE 

Asst. Gen. Mgr. oj Radio & Tv 

H'TMJ-TV 

Milwaukee 



SALES AIDS 

Your stories of "Tv Results" are 
the best sales aids I know in helping 
Kl'TV salesmen get new clients on tel- 
evision. However, our copies of 'Tv 
Results" magazine have become bat- 
tered and torn and several have been 
lost. 

If it is possible T should like six 
copies of "Tv Results" for eaeh of the 
past several years. I would even like 
those from three or four vears back 
if you have them. Please bill the cost 
of these magazines to KPTV. 
Charles R. White 
Commercial Manager, Kl'TI 
Portland, Oregon 

9 T\ Results books are available at $1. Rack 
copies are still obtainable. 



GLEASON ON FEE TV 

I have the highest regard, as do mil- 
lions of others, for Jackie Gleason's 
talents as a comedian, musical direc- 
tor, producer and entertainer. 

But as a prophet — away he goes. 

His prediction that television of the 
future will be 90% pay-as-you-see and 
film (sponsor Asks, 21 March) loses 
sight of one very important question. 
How can the American public possibh 
pa) the bill? 

Jackie just signed to get $11,000,000 
from Buick and he will reach millions 
and millions of viewers week after 
week. lie s suie of getting a big audi- 
ence and he deserves one. But let 
Jackie always remember that his pro- 
gram is free to the public — vours and 
mine — for the flip of a dial. 

X^Tiat happens when you and 1 are 
asked to pay for his program — and 
for Godfrey and Lucy and George Go- 
bel and tbe ball games and fights, and 




we 

knew 

it . . . 

all 

the 

time! 

Now the people in Houston and sur- 
rounding areas have proven us right, 
and by their votes have selected 

PAUL 
BERLIN 

Houston's No.l 

RADIO 
PERSONALITY 

The Listeners 7 
Choice! 

A recently completed, Philco-sponsored 
contest found this popular K-NUZ disc 
jockey to be Houston's favorite, chosen 
from personalities of seven stations. 

NAT'L REP. — FORJOE AND COMPANY 
In Houston Call — Dave Morris. KE-2581 
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Always the Best 
Independent 
Bu y in the 
Market 

the AIMS station! 



Boston 


WCOP 


New Orleons 


WTIX 


Cleveland 


WDOK 


New York 


wins j 


Dollas 


KLIF 


Omoho 


KOWH j 


Denver 


KMYR 


Partlond/Ore 


KXL j 


Des Moines 


KCBC 


Son Antonio 


KITE S 


Evonslon , 1 1 


WNMP 


Son Froncisca 


KYA ' 


Evomville , tnd 


WIKY 


Seottle 


KOI 


Houston 


KNUZ 


Springfield,Moss.WTXL i 


Indionopohs 


WXLW 


Stockton ,Cal. 


KSTN 


Jockson , Miss 


WJXN 


Syracuse 


WOLF 1 


Konsos City 


WHB 


Tulso 


KFMJ 


Huntington, L.I. 


WGSM 


Wichito ,Kon. 


KWBB 


Louisville 


WKYW 


Worcester, Moss 


WNEB 


Milwaukee 


WMIL 







Canada 

Calgary, Alberta, Canada CKXL 
New Westminister. B.C CKNW 




the Kentucky Derbv and the ■scores of 
other attraction* day after da\ and 
night after night? 

Mr. and Mrs. T\ Viewer are going 
to run out of mone\ . 

\ preliminary sur\c\ conducted by 
the Television Research Council re- 
\eals that the average viewer would 
have to spend more than $1,500 a \ear 
to receive programs the) now get for 
nothing. This finding is hased on a 
mean program charge of $1.50-an- 
hour. the figure proposed by some 
ad\ocates of ""one-armed bandit tv." 

This $1,300 box office take from the 
American public, of course, does not 
include the cost of adaptors, or de- 
coder-, which must lie installed on 
every set nor does it include the bill 
the tv serviceman hands over after he 
performs his mysterious necromancy 
in the vitals of the set while installing 
die outstretched hand of the "pay-as- 
\ ou-see tv" patent ow ner. 

Zenith Radio, which will manufac- 
ture these decoders, sajs they will sell 
for "'about the cost of an average ta- 
ble model radio." 

Let's be generous and say they will 
cost $20. And let's say there are 33 f - 
000.000 tv sets now receiving programs 
iu homes and oilier locations. 

If only one-third of present set-own- 
ers decide to install decoders they will 
have to invest 220 million dollars just 
for the privilege of paying to see tele- 
vision which they now get absolutely 
free once they have purchased a set. 

Now let's imagine that the millenimn 
had arrived and that the tv serviceman 
will install these decoders (and not dis- 
cover that a couple of tubes and con- 
densers need replacing along with a 
three phase "retzlifonomajig" I for 
only $10. 

That amounts to a grand total of 
$330,000,000 to be spent on equip- 
ment alone. 

\nd this, mind jiiu, includes but 
one-third of sets now receiving free 
tv. If they all convert, the national bill 
would be as close to a billion dollars 
as Channel 7 is to Channel 8. 

Because no ardent advocate of pay- 
as-you-see tv has made any definite 
statement as to program costs per-hour. 
or half-hour, and also because the 
$1,500 per annum per household fig- 
ure for program costs mentioned ear- 
lier undoubtedly will be attacked as too 
high by the '*one-anned bandit tv" 
bo\s, let's suppose ibis cost to the av- 



erage viewer could be reduced to say. 
$500. 

With one-third of todav's sets receiv- 
ing programs for the same number of 
hour- as at present the annual bill for 
now free-tv entertainment would run 
to the staggering figure of fi\e-and- 
one-half billion dollars a \ ear. 

1 hat's a dandy figure, all right, but 
will the American public be able to 
part with it and still pay the grocer, 
the tax collector, the oil man, the milk 
man, the service station, the insurance 
collector, etc.? 

Of course not. The American econ- 
omy just couldn't stand it and the 
sooner these facts are brought home 
and the enl icing promises of the "glory 
boys" are forgotten, the better off the 
broadcasting industry will be. 

Come on, Jackie. Don't deserl your 
loyal fans in Brooklyn and in the thou- 
sands of Brooklyns all over the coun- 
tiy. Keep on selling those razors and 
coffee and Buicks. Bui don't make a 
slot machine out of my television set. 

Leon 1\ Gorman 

General Manager 

WAB1-7V. Bangor, Me. 

{Chairman, A etc England Broad- 
casters jor Free-Tv) 



JOB 

SHOPPING? 



/ / you like: 
• selling 



• fellow broadcasters 

• traveling 

• SPONSOR 



a SPONSOR Account Execu- 
tive position with liberal salary 
and commission might be for 
you. Send resume, photo and 
letter with minimum salary 
acceptable to Jacob Evans, 

SPONSOR 

W E 49th Street. 
\ew ) oik 77. \ew York 
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ROUND-UP 

{Continued jrom page 65) 

WVstinglioiisr Broadcasting Co. and 
the National Association for Mental 

Health liave launched a joint public 
service project to help solve the men- 
tal health problem. The project is 
called ''Sing Along for Mental Health.'" 
and feature? eight records designed for 
inclusion in disk jockey shows. Edd\ 

Vrnold. Hetty Johnson. Sally Sweet- 
land and The Toppers were among the 
talent used on the records, which vary 
in length from 34-56 seconds. 

The records were designed as a pub- 
lic service to advise the public of the 
availability of competent help to cure 
mental disturbances, and to urge con- 
tributions to the fund raising drives in 
this connection. Westinghouse Broad- 
casting Co. made the records available 
to all of the networks, and announced 
that one of the songs had even been 
worked out into a tv presentation. 
* * * 

Testimonials are effective as adver- 
tising vehicles when the endorser's 
"public personality * fits the product 
and the values and attitudes of the av- 
erage American. This conclusion is the 
result of a motivation research study 
undertaken by Social Research, Inc.. 
for Endorsements, Inc. of New York 
Citv. Endorsements, Inc., celebrated 
its I Oth anniversary recently with a 
small party attended by tv'* June Ha- 
voc and Fred Allen along with En- 
dorsements President James Albert! 
and Morton Freund. v. p. of Lawrence 
C. Cumbinner Advertising. 




Endorsements, Inc., observes I Oth anniversary 



WLOF. Orlando. Fla.. has evolved 
a new "T.N.I."* format they belie\e 
will attract bigger audiences. The new 
emphasis will be on Time. News and 
Temperature for their 19 hours of 
daily broadcasting, announced Oomi 
Colee, v. p. and general manager. 



In line with its desire to get more 
local material into the format. WLOF 
has >e\ered its affiliation with the Mu- 
tual Broadcasting System. This move 
is just part of the trend towards more 
independent radio stations noted Vice 
President Colee. in announcing the 
new format. 

* * * 

W'RCA and W'KCATV. New Wk. 
hope to broaden the future scope of 
the broadcast media In reaching the 
college students of today. The stations 
have begun an "Operation Chis-room"' 
to assi>t college students in planning 
a career in radio and tv, and to learn 
and observe the functions of thc*c two 
media while they are still in school. 
WBCA's News & Special Events De- 
partment is working with the colleges 
in the New York metropolitan area to 
formulate a program that will be aired 
early this summer. 

1 he format is eurrentU beinsr de- 
cided upon by the student-rcpresenta- 
thes who will take active part in the 
collection and presentation of news 
used on the show. The students will 
be given an opportunity to cover sto- 
iies with the regular station staff, and 
participate in interviews and panel fo- 
rums to gain experience. 

* * * 

Indications of the air media's search 
for new blood are found in the two 
scholarships announced b\ Iowa State 
College, one in tv and the other in 
radio. Weed Broadcasting has >pon- 
sored a $500 scholarship for a senior 
or graduate student seeking profes- 
sional training in radio and tv at 
Iowa. A Si. 000 scholarship is offered 
to graduate students by the Alfred I. 
DuPont Awards Foundation for appli- 
cation of tv to the fields of Agricul- 
ture. Home Economics, Science. En- 
gineering or Yeterinarv Medicine. 
« * * 

There is no doubt that count r\ mu- 
sic is popular, but to pro\e it to any 
skeptics, WSM, Nashville, sent out a 
map of the l .S. to members of the 
industry and various ad agencies. The 
map shows all of the places that were 
visited In stars of Grand Ole Opry 
during 1951. Each visit was marked 
by a red dot, and the 2.551 dots on 
the map make it look like an ad\anced 
ease of country-musicitis has hit the 
country. WSM also draws attention to 
Grand Ole Opry being the oldest un- 
interrupted commercial program on 
radio. * * * 




' KTVH BEAMS PRINCIPAL 
CITY SIGNAL OVER WICHITA 

Both the Wichita ARB ;ind the KTVH area 
PUISE show at least 7 out of 10 loading film 
and network shows on KTVH Programming 
and strength of signal offer you a profitable 
combination. Take advantage of it. now! 

•Recent report from the FCC stotes ihot KTVH 
rial a principal city signal over Wichita. 



4 



VHF 
240,000 
WATTS 



KTVH 

HUTCHINSON 



CBS BASIC— DUMONT 




Represented Nationally by H-R Representatives. Inc 

KTVH, pioneer station in rich Central 
Kansas, serves more than 14 important 
communities besides Wichita. Main 
office and studios in Hutchinson; office 
and studio in Wichita (Hotel Lassen), 
Howard 0. Peterson, General Manager. 
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THE SOUTH LEADS 

in 

PER CAPITA INCOME GAINS, 
Up 282% 



and your 

BEST "TAP" 

to this business is 



WEAS 

V 

and our' 
50,000 Wa»t «t 1010 



DECATUR, CEORCIA 



call us or 



STARS NATIONAL 

N*« York -Chicago -DwU oil- 
Lot Ang*l*i-S«ii Franciico 



************* 
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Happy Wilson 

Star of 

Alabama Grandstand 
1 :00 to 2:00 PM, Saturdays 



Stars Sell on 
Alabama's 

greatest TV station 




Happy is starting his 20th year as 
a star, first on WAPT, then adding 
WABT. He is joined by his Golden 
River Boys and lovely Marion Worth 
for a full hour of toe tappin' tunes 
and hoe-downs on the Grandstand 
every Saturday night. Happy in- 
creases his popularity by traveling all 
over the state making personal ap- 
pearances. He and the Golden River 
Boys carry their instruments in a 
trailer decorated with the names of 
his sponsors. Happy also stars on 
W API's "Yawn Patrol," 1:45 to 
6:30 A.M. Mondays through Fridays. 

You can SELL 

Your Products 
to Alabama folks 

if you TELL 

them on programs 
they enjoy seeing 

Represented by 

BLAIR-TV 







Churlvs It. f>c*tf tii/, vice president in charge of 
\B(. -owned stations and NBC Spot Sales, played 
a key role in developing basic concept behind new 
weekend program scheduled to start on ABC Radio 
12 June. The \0-hour, round-the-clock program, 
called .Monitor (to run from 8:00 a.m. Saturday 
to midnight Sunday) will consist of music, news, 
weather reports, debates, intennews, tv audio tapes, 
simulcasts, short dramas. Commercials will be 
sold in one-minute, 30-second and six-second lengths 
on flexible "magazine concept" basis. I'rograms 
will be of no set length. 



T. I>. ISutvs, who founded Ted Bates & Co. in 
1910. announced the conversion of that agency from 
a partnership to a corporation on 1 April, in the 
change. Bates became honorary chairman of the 
newly-created board of directors and chairman of 
the executive committee. In other realignments. 
Thomas F. Harrington became chairman of the 
board; Rosser Reeves, vice chairman of the board; 
and W illiam H. Kcarns, president. Xew name 
of the agency is Ted Bates & Co. Inc. 
Agency rose from a two-account start in 1910 
to H)lh in air billings in 1954. 



lUhrin \Y. IChvl. director of corporate marketing 
at General Foods, one of the biggest air advertisers 
and Ao. (hie food advertiser on network tv. has 
been named a vice president of the firm. Ebel has 
had extensive advertising experience, having worked 
at a number of agencies before coming to C,F in 
1918. Among agencies he worked for were Calkins 
S: llolden. Pedlar & Ryan and Tracy Locke 
Dawson. Starting in GF in the Gaines (dog food) 
Division, Ebcl later directed sales and advertising 
lor Post cereals, joined the corporate marketing 
office in 1932, was named director last year. 



Wiltium (i. Pmvev, advertising manager of 
Chevrolet Division, General Motors, will launch, 
network radio campaign specifically aimed at 
the housewife. Starting today (18 April), Chevrolet 
will sponsor 9:!.vl0:00 a.m. segment on ABC 
Radio Breakfast ("lull on Mondtns, If cdnesdays, 
Fridays. ,\etwork said that purchase marked first 
entry of a major auto firm into daytime radio. 
Efforts to reach housewife, is evidence of revolution 
in marketing aulas. Program toastrnaster Don 
\lc\eill will invite women listeners from coast to 
coast to be sure and visit Chevrolet showrooms. 
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Is EVERYBODY in first place? 



Being first for the sake of being first— like the 
fellow who first swallowed a live goldfish — 
doesn't mean much. But there are important 
"firsts" to be won through leadership and 
superiority, and in television, KSTP-TV has 
won more than its share. For example, 
KSTP-TV is . . . 

The Northwest's FIRST Television Station 
FIRST with maximum power 
FIRST with color television 



FIRST in average weekday program rat- 
ings* from 7:00 AM to midnight, week 
after week. 

These "firsts" are important to you because 
they mean sales . . . sales to KSTP-TV's loyal 
listeners in this market of more than half a 
million TV homes and Four Billion Dollars 
in spendable income! 

* ARB weekly average, combined metropolitan and out- 
side area, January, 1955. 




MINNEAPOLIS-ST. PAUL Basic NBC Affiliate 

EDWARD PETRY & CO., INC., NATIONAL REPRESENTATIVES 
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ADVERTISERS' INDEX 



This is 
San Francisco... 

where SW<< <>f th* 1 half-million 
I rips to ami from town each 

day arc made in private aulas! 

If von want to go along for 
tlit 1 ride, advertise while they 

listen on their ear radios to . . . 




SO.OOO WATTS 

Represented by CHS Radio 
Spttt Sales 



MiO Film 
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ATMS 
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Air Trails 
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Associa led Press 


r> 7 


\. T. & T. 
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Broadcast Music 


S« 


("IIS liadio Net 


02-63 


C|tS TV Film 


1 2-13 


( "roslev 


14-1." 




Ill 


Mt'A-TV 


21-25 


Mid-Con t i nen t 


FC 


Precision Film 


93 


Public Service 


1 1 3 


n a elm rn 


1 24 


RCA Equip. 


S3 


SaiTn 


61 


Sheltnn Hotel 


si; 


SUPS 


1 26 


Stars 


1 21 


S t o i 1 1 m a n 


3 


IT s. Ponds 


1 1 7 


West in&hou£H' 


4 6-4 7 


•"KI.W'.TV, Detroit 


96 


ICATV. Tattle Rock 


73 


FRET-TV, Sac ra m en t o 


12."> 


KRIO. Hollywood 


S 


KRIS. Bakersfield 


no 


KORK, San Francisco 


124 


K('(T'-T\", Sacramento 


65 


KKNS. San Antonio 


1 S 


K" KYI), M inneapol is 


Ill 


K'-'MB. San PicKO 


89 


ICFMB-TV. San Diego 


7 0 


KOA. Spokane 


lis 


KI'.XC. Amarillo 


ir, 


KdUP-T V, Oalveston 


2N 


KGVO-TV. Missoula 


1 I 0 


KCW. Portland. Ore. 


1 or. 


KKT\ r . Pueblo 


112 


KMRC. Kansas City, Mo. 


PC 


KNl'Z, Houston 


llf» 


ICPHO. Phoenix 


90 


VI! 17 Phoenix 


ltlfi lit 


K ROD-TV. El Paso 


1 12 


KSISW-TV, Salinas, Pal. 


26 i 


KSDO. San Dies;o 


10 


ICSP-TV, Denver . 


IS 


KSPA-TV. Shreveport 


9 ! 


KSTP, Minneapolis: 


1 23 


KTVH, Hutchinson 
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KVTV, Sioux Oitv 


r>n 


KWK1I. Shreveport 




WART, RirmiuKham 


1 22 


WAFR. Baton Rougo 


oo 


WAV'E-TV", Pouisville 


S 1 


WISKN-TV. Buffalo 


1 7 


WHNS, Columbus 


sr. 


W R1!K-TV, W i 1 k es - Da r re 


;>r> 


WCAU, Philadelphia 


97 


WHITE, Akron 


1 7 


W DAY-TV. Kn IK') 


27 


WDR.I, Roanoke 


65 


WDIA, Memphis 


67 


WEFT. Post on 


103 


WEI IT-TV. Henderson 


1 1 0 


WEMP, Milwaukee 


22 


WTHO-TV, Oreenvillo, S. ( \ 


74 


W'FRM, Indianapolis 


!>9 


WFMY-TV, Oreonshoro, X. C. 


91 


WfiRI-TV. Scranton 


1 fi 


\\'<;\i, Ruffalo 


106 


WHAM, Rochester 


S2 


WHBF. Rock Island. Ill 


US 


WIIDH. Host on 


;i 


WIILI. Ileni|istead. P. I. 


72 


WttO-TV, Pes Moines 


21 


WlRW-TV, Topeka 


7S 


W1CII. Norwich 


11 <i 


WIIjD, Rinninifham 


66 


W.IRIC. Detroit 


23 


WKMll, Dearborn 


1 01 


VVK I m '-T V, Cincinnati 


6-7 


WKZO-TV, Kalamazoo 


7 7 


Wl, BO-TV, Mtineie 


1 02 


WPS. Chioapo 


1 20 


WMBP. Peoria 


1 1 r> 


WMT'.O,, Richmond 


I FC 


U'MT, Cedar Rapids 


11 


WXT1P-TV. New Haven 


r>« 


WOl-TV. Aincs. Iowa 


51 


WOW-TV. Omaha 


SO 
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IIS 


W*P|{( )-TV, Providence 


I or. 


WR ION-TV. Rock ford 


100 


Wlitili. Scheneclndv 


7:» 


VVUVA, Richmond 


S6 


WS.IS-TV, Winston -Sal em 


It s 


WSOK. Naslivilh 


1 1 0 


WST'D, Toledo 


92 


WSVli, Syracuse 


107 


WTV.I. Miami 


1 uc 


WVET. Rochester 


1 1 6 


WWM. Detroit 


109 


WXBW. 1 mlia napol is 


10| 




/. GLEN TA\ LOR 

(\ iff President) 
General Teleradio, Inc. 



LIKE MOST 

'Newsworthy" 
BROADCASTING 

EXECUTIVES 
MR. TAYLOR'S 
LATEST 
BUSINESS 
PORTRAIT 
IS BY . . . 



Photographers to the Business Executive 
565 Fifth Avenue, \en York 17— PL 3-1882 
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NOW 



♦ ♦ 22 County Coverage 

California's Two Billion Dollar Central Valley's Market 




YOUR BEST 





3 BET TV 

CHANNEL TEN . . . SACRAMENTO 



Televising since M.irch 20 . . . K BET-TV — Channel 
10 ... is Sacramento's FIRST and ONLY VHF 
station with basic CBS network affiliation . . . reach- 
ing more than 3 00,000 TV families (A and B cover- 
age) whose income is . . . 




53% ABOVE 



NATIONAL 
AVERAGE 



Stake your TV dollars on KBET-TV . . . serv- 
ing an effective buying power of $2,277,809,000 
. . . with the nation's highest farm income for 19 
out of 24 years. State and federal payroll alone 
over $250,000,000. 



w 



• FULL COLOR 
Transmitting Facilities 

• 316,000 WATTS 

• 2,500 Ft. Antenna 
Elevation 



California's 
CAPITAL 
Market 



SACRAMENTO ... a dual capital . . . 
headquarters of the the state govern- 
ment, and business capital of a vast in- 
land empire. Here is a market of more 
than two million people with twice the 
buying power of the city of Boston, 
twice the retail sales of the city of Pitts- 
burgh ... a growing market, increasing 
at the rate of 2,500 persons per month. 
For your TV dollars your "best bet" is 
KBET — Channel 10 — Sacramento. 




4i 



<rt_. 




REPRESENTED NATIONALLY BY 





BASIC 



H-R TELEVISION, INC 

NEW YORK CHICAGO HOLLYWOOD 
SAN FRANCISCO DALLAS 
ATLANTA HOUSTON 




The account executive has taken 
a "rough cut" at media selection 

for a new campaign • he and the 
media director sit down to refine 

the list • your medium is questioned 
they reopen (lie account man's copy 
of Standard Hale ... and if you 
have a Service-Ad near your listing 



you are 



For the full slory on the values 1,161 media get from their 
Service-Ads, see Standard Kate's own Service-Ad in the 
front of any edition of SKDS; or call a Standard Rate 
Service-Salesman. 

N Y.C.- Murray Hill 9-6620 • CHI.- Hollycourt 5-2400 • L. A.- Dunkirk 2-8576 

.\ofr-; According to n sludy of SRDS use made by National Analysts, 
Inc., 87'V) r>{ all account men interviewed make use of one or more of 
tin- SKDS publication*. 



Crosby blasts 
CBS TV approach 



Peabody award 



winners 



Blair expands 
radio staff 



No "sponsors" 
in British tv 



Am networks 
essential 



Radio programs 
at low cost 



KII'OIM TO SPOVSOKS for 18 April l!)55 

( Colli inii(>cl from |><i«/t* '-) 

Columnist John Crosby's blast at CBS TV for its programing came on 
same day Peabody Awards were announced, including 5 to CBS TV shows. 
But Crosby, who is one of 16 members of Peabody board, specifically 
named 2 of award-winning shows as exceptions to what he contended was 
generally "cliche-ridden" policy at network. CBS TV shows given 
awards were "Adventure" in tv education field; "Omnibus" and "The 
Search" in special awards category. 

-SR- 

Reflecting network's program buildup, ABC won awards for "Disneyland" 
in youth-children's tv category and for John Daly radio-television 
news. ABC's Boris Goldovsky (Metropolitan Opera broadcasts) won 
citation for radio music. NBC's George Gobel copped television en- 
tertainment award and NBC Radio got counterpart award in radio for 
"Conversation." Other award winners included WJAR-TV, Providence, in 
tv regional public service category for Hurricane Carol coverage. 

-SR- 

Potential of farm radio advertising indicated by John Blair decision 
to appoint farm director who will coordinate drive for agricultural 
as well as consumer accounts to go in farm shows. Blair feels farm 
market is strong preserve for radio due to low er tv penetration in 
f arm areas, 25-year background of radio service to farmer in terms 
of information he needs to run his farm. Blair farm director, Tom 
Ragland, will operate out of Chicago office. He's former commercial 
manager WHBQ, Memphis. Other radio sales appointments announced by 
rep are Art McCoy, who's leaving Avery-Knodel , and Al Long, ex of 
McCann-Erickson. Blair states its expansion represents "complete 
continuing confidence in the future of radio and well-operated radio 
stations." It will open Atlanta office 1 July. 

-SR- 

While U.S. advertisers are gradually accepting magazine format in tv, 
British advertisers will have no choice abou* it when commercial tv 
makes debut in fall. British clients and agencies are proh ibited from 
having anyt h ing to do with program production, thus cannot be identi- 
fied with shows. Regulations permit up to 6 one-minute commercials 
per hour, which must come at beginning or end of program, or during 
"natural breaks." Peak price for minute commercial is $2,800 in 
London during 8:00-9:30 p.m. period. 

-SR- 

Since sponsors of n etw ork r adio news shows wo uld b e af f ected m osjt in 
event network lines were ever scrapped and taped shows used instead, 
recent civil defense confab offered heartening news to them. Meeting 
highlighted importance of network lines to U.S. defense, reached 
conclusion that radio is key to civilian survival in event of enemy 
attack. Conference was held at Western Air Defense headquarters, was 
attended by radio broadcasters, government people. 

-SR- 

Willingness of packagers, writers to build radio shows at low c ost 
indicated by Quality Radio Group experience in lining up programs to 
offer clients. QRG has offers to build shows ranging from $850 to 
$3,500 (half hour) ; $750 to $1,800 (quarter hour 3 a week) ; $1,800 to 
$3,000 (quarter hour 5 a week). Program types include music-and- 
personalities , drama, mystery; most are new offerings. 
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Nielsen's mathematical curtain 

If you buy time on the basis of a 
rating and ihe rating is based on an 
inadequate technique, you re mil spend- 
ing your money efficiently. 

Si mpK stated this is why sro.\so« 
has long campaigned for higher sland- 
ards in rating research. \o more than 
the station, the advertise] cannot profit 
from rating information which fails to 
guide him accurately. 

KYpealed sponsok articles have an- 
al) zed shortcomings of the rating ser- 
vice* for this basic reason (see "What? 
wrong with the rating services?" sro.v 
sou. 2.': December 1953 1. Now th? 
newest of tbe audience measurements, 
Nielsen Station Index, has appeared on 
the scene and in this issue si»cj.\«oh 
has sought to explore its new diarv- 
plus-marhine method I see page 40 1. 

Our article presents no conclusions 
as to the Nielsen method. Its purpose 
was lo stale objections which have 
arisen to the NS1 technique while al- 
lowing Nielsen full opportunity to pre- 
sent its point of view. Nor can we 
state editorially that \SI is proved in- 



adequate to measure what it purports 
to measure. 

We just aren't mathematicians 
enough lo judge. For every question 
thrown at Nielsen, the company can 
present an equation two blocks long. 
I he company*!? contention, and we can 
sympathize with the problems PhD s 
face in dealing with the layman, is 
that those untrained in statistics must 
accept on faith that a sample of some 
200-plus homes is enough to measure 
homes by the millions. 

Steeped in our lay limitations, we 
put this request to the A. C. Nielsen 
Co.: "Could we see with our own eves 
how your system works? Could we 
visit some homes in jour sample, ac- 
companied by your field man. and get 
an idea of just how people fill out the 
diaries?*' 

We frankly wanted to see. too. 
whether all the radios in sample homes 
were actually being measured. It's our 
belief thai radios are so scattered over 
llie home today that it might take some 
real detective work to make sure you 
aren't missing the set in the workroom, 
the one in the child's bedroom or even 
the midget receiver in the bathroom. 

But Nielsen refused our request on 
the grounds we might make the sam- 
ple homes self-conscious. 

It's unfortunate that Sl'oissou was 
unable to get behind Nielsen's mathe- 
matical curtain because what is most 
needed for understanding of the re- 
search services is more knowledge of 
how their methods work in practice. 
For years there have been competing 
lesearch services and for years their 
findings have frequently been at wide 
variance. How is the adman who is 
not a statistics specialist to judge be- 
tween the conflicting report* unless 
he's given all possible access to the 
methods used? 



The entire confusion centers around 
methods of the researchers: their in- 
tegrity is not in question. We believe, 
therefore, that Nielsen as well as all 
the other researchers should actively 
seek to make their methods belter un- 
derstood. Who's faull is it but that of 
the researchers if admen continue to 
he puzzled about how the small sam- 
ples used can possibly do an accurate 
job of measuring the vast radio and 
television audiences adeqnateb ? 
* * * 

More radio confusion 

Some of the sharpest people we 
know are newspaper copy readers. Yet 
a copy reader on the If all Street Jour- 
nal, recently used the word radio over 
a story about only netuork radio: 
"Fading radio" said the bold type, 
thus implying that all radio, includ- 
ing national spot and local, was fading. 

It's an index of the confusion about 
radio when even a sharp-eyed copy 
reader on so distinguished a business 
publication as the Wall Street Journal 
lumps all radio in one pot. And to 
their own disadvantage many advertis- 
ers look at radio in the same light. 
Hut we say it's not the fault of the 
copy reader — or the adveriiser- who's 
confused. It s up to the radio industry 
to make clear the continuing vitality 
of national spot and local radio. 

Hadio never did much of a job of 
getting its story told in depth (it 
never had lo perhaps) hut the industry 
is more alert than ever now. After 
some fast prompting by station exec- 
utives including Hugh Boiee. Jr. of 
WFMP. Milwaukee, and Charles Bal- 
thrope of KITF. San Antonio, and the 
SKA, si'O.NSOK was told at presslime by 
Wall Street Journal that it planned a 
second article on non-network radio. 
This is the kind of action radio can 
get when it fight* lo *ell itself. 



Applause 



Creative and coursgeous 

As we heard the story, one day a 
Y&R account man happened into the 
agenev's lest kitchen while some egg> 
were boiling. I he account man watched 
the eggs swimming in the pot and 
suddenly an idea struck. Conll yon 
use a Band-Aid Plastic Strip to lower 
an egg into boiling water? 

Virtnalb even man. woman and 



child within reach of television knows 
bv now that the answer is \es. The 
Band- Aid egg commercial has become 
one of the most long-lived in television 
it's been used for over a vear and a 
half ami it remains one of tv s most 
successful visual conceptions (see ar- 
ticle this issue, page 321. 

sponsok applauds Y&H rnd it- ac- 
count. Johnson & Johnson, foi the cre- 



ativity of the egg commercial concept 
and their courage in bringing il to 
the air. Were convinced that many 
of the best innovations in commercial 
technique die before thev get through 
channels. 

The people who frequently brave 
platoons of squelchers, therefore, to 
pul original sales ideas on tv and radio 
particularly merit recognition. 
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wow 





Basic Affiliate 



WTVJ, in the 6 Station 
South Florida Market, 
HAS A LARGER AUDIENCE 
SIGN-ON TO SIGN-OFF, 
THAN ALL OTHER FIVE 
TV STATIONS COMBINED. 

In each l\4 hour befween 6 P.M. 
and 12 P.M. over 80% of the sets 
in use are tuned to CHANNEL 4. 



Call your Free & Peters Colonel now! Have him 
show you the latest PULSE. You'll find that 
WTVJ has the lowest cost-per-thousand figures 
of any medium in Fabulous South Florida. 

MIAMI 

FLORIDA'S FIRST TELEVISION STATION 
100,000 WATTS POWER — 1,000 FT. TOWER 




BC- 



Kansas City's 
Most Powerful 
TV Station 

PifimtCry CBS^TV Btfsic Affiliate 




Just how mucli advertising 
ground is covered by Kansas City's 
most powerful television signal? 
Here's a sample. 

Two weeks after going full power with 
its "tall tower," KMBC-TV began a pro- 
motion to distribute 5,000 free copies of 
"Wee Wisdom," j character-building maga- 
zine for children. The giveaway was pre- 
sented "live" on three local shows — Bea 
Johnson's "Happy Home"; "Comidub" 
and "Commander 9 " 

The predicted KMBC-TV 0.1 millivolt 

coverage map (as plotted by the engineers) 

had a radius of 75 to 85 miles in all directions 

from Kansas City — to include 21 counties in 

Missouri and 19 counties in Kansas. There arc 

466,1 ^6 TV sets in this area Actual coverage was 

proved to be 5 3 counties in Missouri and 40 counties 

in Kansas, double the expected number — from which 

came 10,159 requests for "Wee Wisdom'' — twice 

t he expected response! Consistent returns came from 25 

miles beyond the 0 1 millivolt contour; and, in some 

cases, as far as 75 miles. Scattered returns were from 100 

to S00 miles — one was from 700 miles away! 

Your Free & Peters Colonel has a copy of this proof -of-mail 
pull map. It's worth studying 



DOM 0«Vlt. V ire I'r-Tttttrjyt 

JOtfN. U-HllliMiG. Vice Prrwltnt nut tltnwvl Manager 
C16.BCC HICCINI, PremifonJ and >"«/••* M ftnhgrr 



KMBC-TV 



Kansas City's Most Powerful TV Station 



And in ff&dib, ii's fhe xmCRFUM 1y°«fin 
in thM Heart of Amenta 
KMBC Ka ntqt City 
KF-RM tfo% the StOte ol Hansen 



